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/ / I/crc there \s a 
Storz Statifj}! . . 
. . . there's 
i)i{^e}ii{it\\ 



IS TV "SOFT" 
COMPARED TO 
OTHER MEDIA? 

No. media tliicc- 

lor- w iificiicif- Id- 
till ()\fr $300 millidii 
ill air hilling-: cliaiigc- 
ill 1)H\ iii{^ pallcrii lia\<' 
lii-t'ii nii-iiil('r|)i(M<Ml 
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TANTANEOUS 



ACOUSTICAL 



ECHO 



^SOUND-OFF" 




. . . ingenuity 
which tunes more 
radios to the 
Storz Station 
than to any other 
in each of these 
major markets. 



MINNEAPOLIS-ST. PAUL . . . WDGY =1 

Iloo|H'r, TiX'iiiIcx, I'lilst' all ihiv. Sco l^lair 
or (tM .lack Tliavcr. 

KANSAS CITY . . . WHB =1 

Motro Pulse, Nielsen. Treinlex, llooi>ei : 

Area Nielsen, Pulse. S,',' l!lair or (i.M (ieoi rje \\ . .\ riii^t ri>r i: 

NEW ORLEANS . . . WTIX rr 1 

Hooper. Pulse. See Ailain ^'oull<: or (iM PreM Px i tlirl-oii. 

MIAMI . . . WQAM ^1 

Hooper, I'lilso, TreMilex. See P.lnir or (.M .Tack .Saiiiller. 



T>^-riCDINIS 

Y'S RADIO FOR TODAY'S SELLING 



WDGY Minneapolis St. Paul 
WHB Kansas City 
WQAM Miami 

REPRESENTED BV JOHN BLAIR & CO. 



TODD STORZ, PRESIDENT 



WTIX New Orlea. 

REPRESENTED BV ADAM VOUNG INC. 



Are sponsors 
overdoing comedy 
commercials? 

Page 32 

Marketing a 
new identity 
on television 
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Radio Basics: 
spot costs, new 
net sales index 
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With the highest antenna in 5 state 
area, maximum power and popular 
public service participations. 






E GREEN 
BAY 





would be a favorite and 
influential station in Any market! 



For my specific information or for market 
data on Green Bay and W^isconsiu . . . and this 
station's convincing coverage of 1, 3 of the 

State Geographical and Population . . . ask HEADLEY-REED TV 

... or phone or wire 

Soren H. Munkhof, f,ec. v. p. & Gen. wgr. 
WFRV Building, Green Bay, Wisconsin 



WFRV-TV 



Fred Wells 
Partner 
Blue Bunny Ice Cream 



R. S. Hoalc 
Owner 
Hoak Oldsmobile Co. 



Wm. C. Metz. 
President 
Metz Baking Co. 



Sid Baumsten 
Partner 
National Furniture Co. 



We don't work for KVTV, but 



KVTV reall y works for us 



Testimonial 



"We're sellinji procIuct> from bread to rujz^. from ire cream 
to cars on KV'I \' Channel 9. Some of us use ^pot scliedules, 
some use local slious, some use SNudicated ?lio\vs.* But 
we all tell tlie same stor\. KVT\' is realK working for us, 
really pulling sales from all over tlie market.*' 




Pitch 

The wa\ to -ell Sioux Cit\. northwot Iowa and the Sioux- 
land market i> K\ T\ Channel \\'h\ .'' Lot,- of people 
(229..H30 familie-l. with lot> of mone\ i .$1.013.71.3.000 in- 
come I watch K\T\ mo-t f~')'^'< more audience than com- 
petition — Teh. 57 I'ul-ei. Ilie spon-or- pictured know 
^ioux Cit\ and tlie\ place their advertising where it jiav";. 
If \ou d like to join the liapj)\ spon-or- in the pi< ture, con- 
tact \ our K \TZ man. 



* Represents 1826 programs and 
806 announcements over the past 
4 years. 



A Cowles Station. Under the same management as WNAX- 
570, Yankton, South Dakota. Don D. Sullivan, General Manager. 



CBS*ABC 



SIOUX CITY, IOWA 
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DIGEST OF ARTICLES 

Is tv soft? 

2d '^a) ^ cro-s-<e( tioii (if media heads with over $500 iiiillion in air 

hilliiifrs; changes in liiiying patterns have heen nii>interpreted by observers 

The flight that flopped 

32 Many admen feel the "Dudley" campaign for .\iicoa points up a danger 
iu luiniorour- radio comuierciaU : Souietinier- the product is lost in the gag 

How the gas industry markets a new identity 

35 American Ga^ association sjiends S2.25 million on network television to 
denmnr-trate performance and prove that gas is not "old-fashioned" 

Spot tv running 11% ahead of 1956 

39 TvH figures for first six months of year show growth pattern which is 
slow for television hut far aln-ad of all media <'xcept spot radio 

Timebuyers of the U.S. (part four) 

41 Mo-t extensive listing of timebuyers yet published, links timebuyers 
with their accounts, gives agency's address, telephone and executives 

Radio Basics/August 

51 featured this issue are data on nighttime spot radio costs, how auto 
irafTic varies by market and a new feature. The network time sales index 
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In Upcoming Issues 



Reps rate the timebuyers 

It's the reps turn to rate the buyers and their buys, g\\c ideas on what 
makes a good tinicbuyer and which agencies have the most of them 

Canadian radio and television: 1957 

sponsor's 7th annual section covers the latest trends and facts on buying 
patterns, audience data, couimereials. film and research (21 \ugnst) 
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The W'OC-TN' ti 
higher than the 
boring TV \U li 
Natiifactor) sigili ' 
this Hig Area 
homes. 

Ask >our P.G.W 
)ou NCS Co\cr 



Man to show 
J e Report. 



er is 220 feet 
^* er of neiuh- 
>n. assuring 
throughout 
.sr,9()2 TV 




WOC-TV 



Covers tlic Quint-Cities 
Plus y) Surrf)uncliiig Iowa 
and Illinois Counties. 
Population — 1 ,583,<SO()* 
Families — 489,700* 
Effective Buying Income — 
$2,686,413,000* 

*Source: Sales Management 
"Survey of Buying Power," 
1957 



WOC-TV 

On-the-Air since October, 1949 

. . . First in the Quint-Cities 

and First in Io\Na . . . Serving the 

largest market between Chicago 

and Omaha . . . between Minnea[>olis 

and St. Louis. 



WOC-TV - Davenport, Iowa is part of Central Broadcasting Company which also owns and 

operates WHO-TV and WHO- Radio-Des Moines 



The Quint-Cities Station 
— Dasenport and Betten- 
dorf in Iowa: Rock Is- 
land, Moline and East 
Moline in Illinois. 



woe TV 

Channel 6* Maximum Power* Basic NBC 



f 



Col. H. J. Palmer. 

President 
Ernc>t C. Sanders, 

Res. Mgr. 
Mark Wtxiimger. 

Res. Sales .Manager 
PETHRS. GRIFFIN. 
WOODWARD. INC. 
EXCLUSIVE 
NATIONAL 
REPRESENTATIVE 



ffPHO-TY 





QUARTER HOUR WINS* 





IND. KPHO-TV 


NET 
STA. B 


NET 

STA. C 


NET 
STA. D 


TIES 


TOTAL 


]A HOUR 
WINS 


149 


100 


61 


36 


5 


351 


% OF 
TOTAL WINS 


43 


29 


17 


10 


1 


100 



*Source: ARB Analysis, June 8-14 Report 

(For those periods when KPHO-TV and at least one other station were on the air.) 



KPHO-TV PHOENIX 

A MEREDITH STATION RE PRESENT ED BY THE KATZ AGENCY 
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GET YOUR MESSAGE 
QN THE MAGIC 



GOLDEN SPREAD 





BIG 4 

IS THE 

BIG BUY! 



★ Over 100,000 TV Sets 

★ Neariy $200,000,000 in letoil Soles 
in the Areo 

SERVED BEST BY 

BIG 4 

ft, 

POWER: VUuol 100 KW 
Aural 50 KW 

Anlanno Hvlghl 133* abov* ground 



KGNC-TV 

^ Channel 4 

AMARILLO, TEXAS 



of the w \ 



Arliiiir ('., .^^<7.^•^•/I, Jr.. Ims lulirii oit'r llir jnl> his fa'hrr 

In hi for '.it yt'ttra tin' jiri-sitlriiry of llir .1. f,. yirlsfii 

murhrl rrsnirvli firm in Cltiraiin. A. ('.. Air/.v<'/i hrnmin 
lnHiril viniiriiniii tiinl rliivf t'xeviilirc ofjirrr nf llir rompttny 
tvliivli 'firnssrs iiiillioii a ><'</r in rrscttrrli sliitlirs rn:\- 
(Uictcil till ovi'r llir irorhl i>riiiitiril\ fitr «ul rrrlisrrs. 




The newsmaker: \. (>. McIxmi. Ji.. U]- f;itlii-r. '•h.-i- 

loiifi Ix'fii >\ m|);itli('tic to the hroailcn^t mrdiii .-uid to hrnnili-i-t 
mt'asiiit'mciit ' df-pitc lii> l2-\f£ir a^-ociatidii with tlu" compaiu in 
ii(>ii-l)i()a(lca>t a^>ii.'nmciit^. llif jol) he lt\i\c^ in ln't-omiiiir |irc-i(l("it 
is tlif "liardf^t in tlic company.'" -ax^ Nifl-cii. >r. cxccntiN c \ .]>. 
of tlif larjicsl (!i\isioii. the Food and Driij: Index in the I . >. 

It"> food and driii; wliicli tratlitionalK lia\e gotten tlie ino>t >ale-. 
in'ttt'd tlif llilIJ;e^t profit and "eairifd" t\ and radio inea^nrenients 
as tlie broadcast division lal'ored toward tlie break-even point. The 

new president i> rliaraeteri/.cd l)\ 

his father as ■■pro';re»i\ e. eajirr 
to start new thiiiji^ e\eii thoiijih the 
lU'w i-; the diHieidt." Vnd "He wa^ 
one of the \er\ rir>t in our or- 
iiaiu/ation to realize the need for 
radio and t\ inea>ureinents. He 
uinler^tand? thi> realm \ cr\ well." 

Young ?Sielseii w ill >uper\ ise 
continued experimentation in ex- 
pansion of the broadcast serv ices. 
Within the next \ear. he thinks 
he 11 see "the niovcmeiit from the 
red to the black line" as income 
from the sale of broadcast >er\ices e(|uals rosts. Tv and radio have 
grown as fast a- the other thus-far-more-profitable ^er\ ices, sa ^ 
\ielsen. Sr.. "but the older the ?er\ ice the more ])rofitable it i> and 
the broadcast services are relativclv nev\"' I 1.3 \ear? for radio. 
se\ en for t\ ) . 

As the new president. Nielsen. Jr. will bring together all elenient> 
of the organization — broadcast, food and drug and work abroad. 
The biggest growth area in tv and radio will be in further expansion 
of local level niea-urements — Station Index Service-. 

Hell work with his father in trving to educate marketing people 
to these concepts: it costs money to get research teclini(|ue> wlii( h 
give more complete and accurate information: there s an increasing 
need for accurate, useful information. Rut there 11 alwavs be the 
advertiser who wants the cheapest jirice, regardless of the content 
of the research, and there'll probabK alwav- be buvers subscribini; 
to the research services which iriv e them a better ratinsr or standinu. 
So comments \ielsen. Sr.. who sa\s his clients are the tv pe "which 
wants the truth and will pav for it." 

1 he \ielsens join forces also for tennis: thev"\e won three 
national father and son tennis champion-hips. The 3P)-\ ear-old son 
joined the organization in 194.5. ^ 



Ar'Jtur (,. Melspii. Jr. 
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N0.1 IN RATINGS - NO. 1 IN RENEWALS! 

- — — J 



I 




RENEWED IN 72 MARKETS BY FALSTAFF- FOR 52 MORE WEEKS! Faistaff, America s 

4th largest brewing company, is moving up . . . with state TROOPER. Terrific sales success for 52 weeks, 
now Faistaff wants 52 more! So does 3-state sponsor Schmidt & Sons, Brewers. So do dozens of 
other regional and local state trooper sponsoi-s. It sellsf 

NO. 1 NATIONALLY, AND "TOP 10" IN 120 ARB REPORTS! check all the rating services . . . 

ARB, "\^ideodex, Pulse . . . they all rate this MCA TV thriller right up at the top. state TROOPER . 

is the No. 1 adventure hit — highest rated! — in St. Louis 40.7, Milwaukee 20.4, Pueblo 56.9, 

Chicago 19.9, Boston 23.3, Cleveland 20.9, Davenport-Rock Island 29.6, San Antonio 32.3, 

Santa Barbara 26.3, Columbia-Jefferson City 40.1, Jackson 38.3, Peoria 38.0, Chico 57.3, Birmingham 

34.2, Minneapolis-St. Paul 17.2, Philadelphia 18.7, Atlanta 22.7, Montgomery 37.0, 

Phoenix 28.1, Jacksonville 41.3. 





JUST ADDED: 
39 MORE 
ALL- NEW 
ADVENTURES 
...78 HALF-HOURS 

NOW 
AVAILABLE ! 



Starring ROD CAMERON 



\yritf, u-ire. phone 



hrill your market, sell your market loith STATE TROOPER 



his program is produced VP 
if A the cooperation of the 
heriffs' Association of the 
tatc of Xevada. 




America's Xo. 1 Distributor of TV Film Prograws 

598 Madison .Avenue, New York 22. N. Y. PLaza 9-7500 
and principal cities everywhere 



FILM SYNDICATION 




"Dedication to Public Service" has characterized the operation of 
WGAL-TV since its first telecast in March 1949. A welcome oppor- 
tunity to reaffirm its pledge to serve its wide viewing area occurred 
early this year, when the new WGAL-TV building was formally 
opened. This building, with its latest modern equipment and com- 
plete color facilities, affords WGAL-TV an even greater opportunity 
for presenting public service to its countless viewers and the num- 
erous communities which combine to form America's 10th TV market. 



STEINMAN STATION • Clair McCollough, Pres. 



316^,000 WATTS 



Representative: The MEEKER Company, Inc. • New York • Chicago • Los Angeles • San Francisco 
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Mo^t significant tv and rntlio 
nru'S of lite urrlc u illi inlrrprrliil 
in drplh for Ini^y renders 
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II('rt'*M tlic .Hort of corktiiil yon fjct \\l)cii >oii )oi\ Tcxdm iunl t> : 
111 Alpine f|)opiil;iii(ni T^.'l'tG) llic f;i>;( iti;ilc<l rili/i-iis Iiiuc Ix-rti ualcliiiip KOS \-'[ V, 
li)c;U('(l in O(lo<sa 12.1 iniles ;nva\. So <>ii:i)))orf<l did tlicy l)ccoiiir of llic rlcrtronic 
•niirvt'l tlmt tln'y eliipprd in to l)uy a .>J<-ln-dnl<> of liitr >N('atl)r)-('aht.«< to plu;^ tlicir 
own wondcrH. 

Tlic mcssngf: Alpine is n nice friendly pliiee to shop and vaeation. 



Miina<jenu'))t of tlie advertisinj; dollar yon <iet. or spend, lias fallen in the 
hands of a new breed of |)eople for this hnsiness — the eii';iiieerin<r and eon- 
snitant firms. 

Tlirec of llicni — Rooz. Allen iK: Haniilto)!. Arthur I). Little. Inc., and !M^Ki^^e^ 

lia\e bccomo progressively aelive in ailvising l>ig manageinenl how to pet inaxiinuin re'^ulls 
from advertising e\|)cndilures. 

Their inflnence on marketing I including adverli.>-iiig) can have a strong effect on the 
air media hecanse of radio-tv's commanding position in dollars and impact. 

Meanwhile the business engineer also has moved into the agencv fiehl. McKinsoy ^ 
Co. recently eonipletetl a snrvey of J. Walter Thompson. 



Sidelight to remember on the consultants: Xot infrequently tine of these ontside 
masterniinders wi'ntis up in a lop spot with the firm he has been advising. 



J. Walter Tlionipson is the last of the agency giants to put an all-out accent 
on marketing services. 

A former B. T. Babbitt marketing director, Vi'ard V. Parker, was brongbl in this 
week with the title of co-ordinator of merchandising and marketing activities. 

To Madison Avenue the cv«it indicates that a new generation has taken over the rein-. 
The philosophy that an ad agency exists to help sell goods and seniccs by the talent- of 
advertising alone is being discarded as loo narrow. 



Look to Chrysler to turn on the advertising beat earlier than its competitors 
ibis fall. That four-week nighttime buy on CBS Radio, starting 3 October, is just an omen 
of what's to come. 

This is the strategy: Chrysler lines were revamped broadly last year; this year it's 
Ford's and GM's turn (particularly GM's). So Chrysler wants to say. in effect: "We al- 
ready have the forward look the other fellows are jiromising yon.'' 



This is the week that Le\er Bros.' brand and ad executives nie<"t to go over 
recommendations for ne.\t season's campaigns. 

Tlie air media picture sbapes up ibna: Huge concentrations in both spot tv and 
radio. More network tv than the company has ever sponsored. 

Total Lever ad approjirialions will be substantially over 1957's. 
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SPONSOR-SCOPE continued 



]f you're contemplating putting a show on the Canadian Broadcasting Company's 
fnll network, here is how time costs stack up with those in the U.S.: 

LENGTH CANADA U. S. 

CO Minutes $11,000 $110,000 

30 Minutes $ 6,600 S 65,000 

No. tv homes 2,650,000 39,800,000 
(See Canadian Issue in 24 August SPONSOR for figures on CBC programs and other 
costs. ) 

Trendex has shelved its proposed plan to provide four tv ratings a month. 

The networks didn't think the expansion timely. 

Marketers weren't surprised this week when the FTC cited R. J. Reynolds 
for granting allegedly illegal promotional allowances. 

Basis of the FTC action: The law says that if promotional allowances are given, they 
must be available to all competing customers on proportionately equal terms. 

Marketing men expect the FTC to proceed against some of Reynolds' com- 
petitors, too. Said one to SPONSOR-SCOPE, even before Reynolds got the FTC citation: 
"Never in the history of the tobacco business has so much money been spent to gel 
point-of-sales displays, shelf displays, and other trade concessions. The FTC action was 
inevitable." 

Another of the big tobacco firms — not Reynolds — is estimated to have poured about 
$4 million into such channels recently to get a new brand started. 

CBS' board of directors was informed this week that at the rate sales are going the 
radio network soon will be billing around SI million a month. 

That figure may look pretty small when compared to the company's tv billings, but it 
wasn't so long ago that $500,000 was considered par. 
The board also got this radio picture: 

• Network sales since 8 July have totaled $5,905,000, including business from 
such giants as Pharmacraft, Vick, Miles Labs, General Foods, Libby-McNeill-Libby, Armour, 
and Peter Paul. 

• 432 weekend and nighttime five-minute segments are sold. 

• 320 daytime 71^-minutc units are under contract. 

The frosting on all this cake is the impending sale of a nighttime half-hour show- 
to a single sponsor, worth $15,000 a week net in time and talent. 



NBC Radio this week posted the SRO sign on My True Story (which it recently 
took over as an American Broadcasting Network discard). The last Story participation went 
to Foster-Milburn Co. 

Meantime Scholl Manufacturing and Rubberoid have been added to the roster of 
News of the World sponsors. 



CBS TV continues to run far ahead of the pack as the single biggest bene- 
ficiary of media advertising. 

Here's how the five leading contenders fared in the first six months of 1957 compared 
to the year before: 

1957 1956 

CBS TV $116,762,487 $106,499,425 

NBC TV 93,799,504 89,529,732 

Life Magazine 69,311,839 68,667,056 

Sat. Eve. Post 47,687,795 47,275.523 

ABC TV 40,095,218 38,481.155 
Source: PIB. Billings computed at gross one-time rates. 
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SPONSOR-SCOPE continued 



iMaiiy :i siuiii.sor iiiiil liiiirltii) cr Iiax" ^ri»>Mi inTii-^loiin'd to tin* hpccd iiiul 
I'la.Hlicily of spot llial lliv\ feci sal t' iti waitiiij: until tlio la-l iiiiiuitc to ■•plurj^c. I lu-n 

lllillfi S«'<M»1S to <>\|>I<mI<' 111 OIK'C. 

Tliat's what lia|)|K'iu'(l la-t week. '1 he Im^iiu-.^s wa-J rolliii*: in. Ilial, in turn, ranged 
llif liilliiifi and ari-oiiiiliii<; syslciiiM to boil. Tlial. in turn, raUM-d l>otli t«'ni|MTM and 
ido(|M(*nri' to Hare. It was, in short, iNew Year'.n IC>e in AiifxiiHt as the follow inp ileiu'- 
indicate: 

A i^liarp sliift in npot poliey may follow Krof^er't* aHHigiiiiieot of it;* areount 
to Iintli ("ani|»l»eII-Ewald and (^aiiipl)ell-.'Milliun. 

Krojier i.s ronsideriiifj personality !»uyw in radio- a !<wiii<r from the saturati(jii 
[iolicy wliieh Ralph Jones persuaded Kroper to use se\eral jears hack. 

Ki-ofjei-'.H Hill Oliver told SrO\SOH-SCOrK this week: The two polieies arc not 
uuitually exclusive. Saturation huys are not as elTective as personality buys in sonic areas, 
while saturations can do an excellent job elsewhere. So Krofrcr plans two slrJnfxs to its 
how. 

Kroj:er"s current slake in air media is around S'i million, with .$1.2 million 
•roing to spot radio and .SI." to spot tv (mosth s\ndicated shows). 



Watch for a cliaiifje hy iinporlaiit Iv spot sellers in the rule which forces a 
schedule to start within M) days of confirnialiou. 

Both i\BC Local Sales and CBS Television Spot Sales told SPONSOR-SCOPK this week 
that they are examining the "validit\"' of this 30-day concept. In other words, souietliiug 
may he done ahoul relaxiuir it. 

Said an NBC spot sales executive: "This is something we inherited from radio; hut in 
the lijriil of tv's maturity and present conditions it may he time to make some 
modifications.'* 

(See 10 Au-iust SPONSOR-SCOPE, page 9. for couuneiit on the .HO-day confirination 
concept by agency media directors.) 

Here's how the two giants in the cosmetic field are geariufj their l\ spots for 
the Christmas trade. 

AVON: 13 weeks of da\time tv spots at the rate of 10 a week. With weekly billing- 
around S75.000. the campaign will touch almost Sl-million. 

KEVLON: On the basis of its 1957 budget of S13 million for tv. it will have at least 
S3. 2.5 million going into the medium all told during the quarter prior to Christmas. 

Sales comparison: For the first half of 1957. Revlon's net sale? were -$17 million. 
Avon's S42 million. 



The marketing; re>oInlioii has affected the choice of top echelon people h} 
cosmetic maniifacliirers. 

The type of v. p. in charge of marketing they now are looking for is one who has a 
grocery store — not driip or department store — hackgroiind. 

This is whv the focus has shifted: (I) Supermarkets account for a growing portion 
of cosmetic sales: (2) women shop most often in grocery stores: and (3) supermar- 
kets are choosy ahout brands — thev like the prc-sold ones best. 

Kep Adam Young this week suggested an idea he thinks woidd expedite ac- 
tion among agencies slow in paying their spot hills (a growing problem for stations). 

Young would have the SRA tell the Four A's : If you favor a 2% cash discount, we 
are just as correct in asking for a 2% penally for payiuents not made when due. 

Agencies contend that the delay is due by mounting paperwork, much of it due to er- 
ratic billing bv stations. Young's comback: Pay the imdisputed portion of the hill 
pronto, then take a reasonable amount of lime to straighten out the rest. 



SPONSOR • 17 AUGUST 1957 



11 



SPONSOR-SCOPE continued . . 



Source of a short-lived dither among station reps this week: A letter from the 
producer of a filmed sports series ofTering them an opportunity to participate 
ill a harter deal. 

The letter's substance: Colgate, through Ted Bates, allegedly proposed to use the mid- 
dle spot in a series. The stations in the proposed 60 markets could sell and pocket 
the money for the remaining two spots (but not get paid for the Colgate spot). 

A Colgate ad executive told SPONSOR-SCOPE: "We are interested in getting vehicles 
that reach men, hut certainly not in this way." 



The alliance of Joseph Hershey McGillvra, Inc., with Devny, Inc., has this 
significance for the time being: 

• Devny will represent the McGillvra stations in all areas but the Midwest. 

• Joe McGillvra has transferred the scope of his activity to the Midwest where he will 
supervise the McGillvra list in addition to operating WBIW, Bedford, Ind. He and 

his wife, Agnes, recently bought this station. 



General Mills will continue to make The Lone Ranger the fulcrum of its §14- 
million tv expenditure next season. 

For admen who have wondered how this eight-year deal (which expires next August) 
operates, here are the basics: 

• General Mills acts as producer of the series, turning out 26 episodes at an aver- 
age cost of $25,000 per film. 

• To the owner of the rights the miller pays a licensing fee of 810,000 each for 
first and second runs. 

• The program may he scheduled on as many networks as desired for the same 
fee. (General Mills sponsors The Ranger on both CBS TV and ABC TV.) 

Annual cost for production and licensing comes to $1,170,000 . 



Producers of commercials think 1957 will mark a revolution in their field 
in these respects: 

• More frequent appearance of high-fashion models instead of performers who look 
like the girl-next-door. 

• Use of "fantasy" settings — dream kitchens, for instance. 



Limitation of copy to "punctuate ideas." 
Letting the "sizzle" sell the product. 

• Using the story-board as a point of departure — not as a fence to hem in the 
commercial. 

• Better background music. 



For today's account with the largest variety of radio spot announcements the 
prize probably goes to Drug Research Co., whose current "special" is Regimen, a 
weight reducer. 

DRC's president John Andre, who makes his o\vn deals with stations, gives them four 
different lengths of commercials to choose from: a minute. 75 seconds, 90 seconds, 
and 1 minute and 45 seconds. 

Stations carrying the commercials, however, say that the Better Business Bureau occa- 
sionally has poked into the situation. Also, some complain that Andre, after getting 
a package rate for 60-80 announcements a week, suddenly cuts back to 10-15. 

For other news coverage in this issue, see Newsmaker of the Week, page 5; New 
and Renew, page 65; Spot Buys, page 59; News and Idea Wrap-Up, page 66; Washington 
Week, page 79; sponsor Hears, page 82: and Tv and Radio Newsmakers, page 88. 
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For A LION'S SHA 

television 



E of the 
audience 




KPRC-TV 



Offers the great 



To Start nightly 

10:35 p.m. 
until conclusion 

October 1, 1957 



For Availabilities, 



JACK HARRIS 



JACK McGREW 



US in Milwaukee 



The scene hasn't changed . . . and the 
Warner Bros, features rating picture on • 
Schlitz Playhouse is bright as ever. In fact, 
ARB for May gives WTMJ TV a 31.3 - higher 
than the combined ratings for all three major 
studio feature films competing against it 
at the same time - 9:3011 Sunday night. 

This serves to point up the continuing 
pulling power of Warner Bros, features . . . 
confirming what J. Walter Thompson — 
agency for Schlitz Beer — determined 
through a. special three-week survey some 
months ago. And now as then, all major 
studio feature films are scheduled at the 
same time on Sunday nights. 

Milwaukee tastes pretty much typify the 
preferences of viewers everywhere. To 
capture audience and sales alike in your 
area, write or phone: 




a.a. 

Distributors for Associated Artists 
345 Madison Ave.. MUrray Hill 6-2323 
75 E. Wacker Dr.. DEarborn 2-2030 
1511 Bryan St. Riverside 7-8553 
91 10 Sunset Blvd.. CRestview 6-5886 



inc. 



YORK 



LOS ANGELES 




WORLD'S TALLEST and now Its first sea-going 
disc jockey is KBIG's 6-foo+-IO Carl Bailey, 
here broadcasting his daily 4'/2-hour "CATA- 
LINA CRUISE" from the S. S. CATALINA as 
she plies the Pacific between Los Angeles and 
Avalon. 

JULY 22 LIFE, picturing Commodore* Bailey 
as he mixes music with vignettes of Los An- 
geles' teeming harbor and interviews with the 
more colorful of 3800 passengers a day, com- 
mented on "getting more of radio's increasing 
audience into the act." For KBIG, the ship 
broadcasts climax a two-year buildup to take 
radio to the people. 

BAILEY'S DRY-LAND BUDDIES originate via 
Volkswagen mobile studio from all over eight 
counties ... at county fairs of Los Angeles, 
Orange, San Diego, San Bernardino, River- 
side; the big crowd-drawers at Los Angeles 
Pan-Pacific Auditorium — Honne Show, Sports- 
men's Show, Do-lt-Yourself Show; openings of 
supermarkets, super-furniture stores, even a 
shoe-permarket! 

IT ALL ADDS UP to surrounding KBIG mem- 
ory-music-and-news staples with continually 
new and exciting settings. Meanwhile KBIG 
personalities sure shake a lot of hands! 




JOHN POOLE BROADCASTING CO. 

664.0 Sunset Blvd.. Loa Angeles 28, California 
T»tephon»: HOUywood J-3205 

Nat. Rep. WEED and Company 
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Timebuyers 
at work 




Bill Kane, S. Zuhiow Co.. Pliiladelpliiii. thinks that s^tatioii nier- 
chaiifli.'^iii'; service.'; a:e fierjuentK reported inaccuratel\ to the time- 
l)U\er. "If a rep eaii oiler respoiisihie data as to a\ails, ratings, 
and adjac-eiieies, li» should equal!) responsible merchandising 

information." Hid sa) s. "Man) reps often j)romise much mote 
n erchanciising sujjport than a sta- 
tion can .Nuppl\. Re s hurt them- 
seKes and their stations through 
this practice in a ua\ that s sel- 
dom e\ident. For while few. if 
any. hu\ers will refuse to \m\ a 
station liecausc its merchandising 
is worthless and non-existent, bu)- 
ers ilo rc!i emher when the moon 
was promised and not a beam de- 
li\cred.'" Hill feels that reps sbould 
ha\e exact, detailed information 
en his -tations ser\ ices at the time 

of negotiations, so that the schedule and merchandising can be 
wrapjjed up simultaneously without a number of call-backs. "'But 
the da\s of the double standard are definiteU o\er," Bill insists. "It's 
the bu er's responsibility to know what form of merchandising his cli- 
ent can use. Ho should no more ask. 'What does the station offer? 
than the rep should answer. 'Oh. a couple of postcards. I guess.' ' 

Dick Pickett, Foote, Cone & Belding. New ^ ork. timebuyer for 
Le\er Bros, and Savarin Coffee, feels that it's likel) some advertisers 
will expand into nighttime radio because of the attractive rate?. 
"Hut |)rice shouldn't be the sole measure of these buvs, Dick 
insists. '"Before the use of evening time becomes widespread, most 

advertisers will retjuire more com- 
prehensive data (jn its audiences. 
For instance, more should be 
known about the quality of the 
in-home audience as to age. size 
of fannlv. and jjurchasing power. 
Dick notes that although the night- 
time audience hours seem to ac- 

cumulate audience over a period of 

^^^■^5^ ^^^^^^ time, the nund)er of listeners and 
jfm^E^ ^^^^^^1 t'l^ spent listening on the 

tivelv small. Until proven other- 
wist;, he think? that evening listening is sporadic and because of this, 
it s difficult to build frequenc\ against these listeners — especiallv 
when similarly j)r(jgramed stations divide the available audience quite 
evenly. "Xevertheless. with so man\ stations ignoring the after-dark 
hours." Dick savs. "there s an opportunitv for imaginative stations 
t(j attract a large share of audience w ith bright, well-promoted shows. 
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E.1LI Claire, 
i3 NOV/ the 




Jiil>7 ST. 



DULUTH-SUPERIOR 
SPOONER 

WAUSAU 



IN WISCONSIN 

NOW . . . delivering you a 
market of more than a quarter- 
million TV viewers with our 
NEW maximum power and 
1,000 foot tower. 

SEE YOUR HOLLINCBERY MAN 



PAUL 



\ 

s 
\ 

\ 

\ 





7 EAU 
■ CLAIRE 



ROCHESTER 

i"/^ LA CROSSE 



GREEN BAV 



YOUR BONUS 

COVERAGE: Twice the area 
previously covered. 

MARKET: 100,000 more viewing, 
buying families 

IMPAa: WEAU-TV's isasingle-. 
station market assuring 
you of saturation coverage. 



i ^^^^^^ 
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THE MIDDLE OF 
WASHINGTON STATE 




WENATCHEE 



5000 
-560k 



w 



Programs have to BE popular, and RE- 
MAIN popuhr to stay on KPQ. We aim 
directly at the people of central Wash- 
ington, with SELECTED PROGRAMS 
ONLY from three networks, plus local 
news shows, {arm, homemalcer, and 
specialty shows . . . and seasonal 
sports, presently including hometown 
Northwest league baseball. We give 
'em what they want! And spots just 
seem to slide in there so natural-lilce, 
no matter what adjacencies or partici- 
pations you're looking ior. 



WENATCHEE, WASHINGTON 
'Apple Capital of the World" 
Affiliated with 3 networks 



by Dob Foreman 




National Reps: 
Forjoe & Co., Inc. 



Seattle & Portland Reps: 
Art Moore & Assoc. 



National Sales: 
Pat O'Halloran 
NOrmandy 3-5121 
Wenatchee 

WE GUARANTEE 

to outpull all other Northcentral 
Washington media 2 to I 



I!! 



Agency ad libs 




The Mike Wallace moral 

New York Cit\. uliich was |)iircha?ed first 1)\ 
i'eter Miniiit for S2-\ and later 1)\ William Zeck- 
eiulorf for soiiicu liat more, is a ]K'culiar toun. 
A •rood main of the peo])le a\1io ^et its mores 
came origiiiall\ from Elephant s Breath. Iowa. 
Vet despite its lack of natives. Xcw York is to- 
day far more Chau\ iiiistic than Elephant's 
Rreatli. I his phenomenon should he of concern 
to people in the advertisiiijz husine>^!-. especialh tho>e in broadcasting. 
Lea\e me he explicit. 

\ <iU} named Mike Wallace goes on a local. non-aflTdiated tv 
outlet iloing. of all things, an hour-long strip. This epic consists 
simply of interviews each lasting a half hour, using two camera? 
which mo\e in and out and cut from one shot to another. In fact, 
the only production is that the cameras take up such a tight shot, 
the old folks at home are pri\ileged to see the victim's sweat glands 
in full operation. The whole show is shot in limbo (no set I. The 
contestants sit on early Clark & Gihhy period chairs. There is no 
script, no stripped-in film, no rehearsal. Ju~t probing done adroith 
1)\ .Mike and that incisive e\e of the camera. 

InterAiews are j)rohing and intelligent 

The only |)remonition the subjects have as to what is coming nm?t 
be gleaned from a short pre-broadcast interview held a week before 
air-date with a smiling researcher. 

This show turns out to he a con\ersation piece in our town. 
Especially in those nooks and crannies infested by the people of 
this business. "Did you bear ]\Iike last night?" "Did \ ou see 
what THAT MAX did to old so-and-so?" "Why did .«he ever go on 
that program?" Such are the comments the next a.m. Judges 
scale down alimony payments. Divas show up less than sober and 
come ofT less than whole. 

The kind of ])eo]ile inter\iewed set a new pace. \ot just name- 
performers squirm beneath Mike's scalpel. Ad-men. Law\ers. Ex- 
pugs. Choreographers. Zither plajers. And the questions put to 
this potpourri are probing, intelligent and rele\ant — another new 
note in tv-radio inter\ iewing. 

The next step is. of course, inevitable. Since most of tv"s pro- 
gram planning is done in \ew York Cit\ b\ dyed-in-the-wool New 
^ orkers w ho don't go back home ( to Elephant s Breath I even at 
Christmas, the obvious move to make is to put Mike Vi'allace on 
network. Look at the connnent the local show is causing! (Net- 
work comics are alreaih satirizing Alike s technique! I 

Whether or not this was a smart move isn t for me to sa\. But 
the reasoning back of it is what I question. The Xielscn in front of 
ine re\eals a 4.9 rating for the show . . . down from a 7.1. The 
Trcndex (big urban markets onh ) is higher though still not astro- 
nomical, which seems to indicate the obvious — Xew A ork may be 
an isle of jo\ to Lorenz Hart but it's strictb off-beat for "Xight Beat." 
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FOR WHIRLWIND SELLING ACTION THIS FALL... 

JOIN THE NAVY ON WRCI 

NAVY'S NINE CAME FOOTBALL SCHEDULE lw,ih ihc c^rcplian al the ArmyNa'^y gamcl IS NOW AVAILABLE 
FOR FULL OR HALF SPONSORSHIP ON WRC. WASHINCTON, D.C t lore's o w/^ n/nq vch, I,- lar your pro lu i 
adverliiing in the nation's Capital . . . with thrill-a-riMnuic aclian by one o' /he cauniry'i lap-ranl n q Ic ims 
Here, loo. is o perfect setting lor your institutional advcrlismq campaign v/i/h the color, f>mf(-me ' ci' i 
prestige al service academy laatball providing ihe backdrop. 

For militant lorce in your Fall advertising, Co Navy on V^RC. Leadership Radio Station m Iho nation's 

Capital. Coverage in Baltimore is also available. ^^1^ Your NBC Spot Sales representative will give you lull details. 
Coll him, or coll WRC Soles Manager Harry Karr at Adams 4-5400 now firs' gome Seplomber 211 
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in 2an ^/tancisco 



KOBY rates No. 1 independent in all 
surveys! May-June Pulse: weekdays, 
6 a.m. to midnight, 11.7, Sat. 13., 
Sun. 14.3 averages. May-June Hooper; 
weekdays 7 a.m. to noon 21.6; noon- 
6 p.m. 24.0, all day average. Nielseti 
agrees with a 21,100 rating 6 a.m. to 
midnight. KOBY operates full time 
. . . 10,000 watts sell the entire bay 
area. Definitely San Francisco's most 
powerful — most listened-to independ- 
ent. Contact your Petry man, pronto! 




Phenomonal ratings offer proof that 
KOSI is Denver's No. 1 station — 
May-June Hooper, 19.4 a.m. 22.1 
p.m. share! June Pulse rates KOSI 
No. 1 independent, 6 a.m. to 6 p.m. 
with a 17. overall average. All surveys 
point to KOSI as Denver's dominant 
station . . . operating at 5,000 watts 
— sel'in'; full time. Represented na- 
tionsll) by Forjos. 

MID-AMERICA 
BROADCASTING CO. 



in Greenville, Miss., WCVM 



No. 1 in both Hooper & 
Nielsen 

See: Devney & Co.. Inc 




Agency ad libs continued 



It'.- eas\ to get trapped In the kind of ''thinking" which lead? 
one to helie\e that tlie talk lie hears in the Waldorf Men ? Bar and 
along Schuhert Alley i? coa-t-to-eoast lingo. Tain t ?o. To the con- 
trary. ItV another language in Kihstance and patois and regardless 
of the fact t'lat is it heing practiced l)\ those ex-nati\es of Elephant s 
Breath, it is definitel} peculiar to the few square miles which ole 
Peter once hought and Bill now (jwns. 

It's not a (juci^tion of !^<)])hii«licalion 

Does this mean that New York and New Yorker? have a lien on 
sojdiistication. wit and finesse? Does it mean that the arts are 
nourished here alone? Of course not. But it doe? ?eem to point 
to the fact that a certain kinrl of proviiiciali?in is epidemic between 
the Ea>t River and the Hudson. W'e must not make the mistake that 
the outside world wants to he infected w ith it. Xor that it is our dutv 
to spread it. 

Fine theater, such as "South Pacific" and "My Fair Lady" and 
"F'icnic" do well all acr(js? the country. But local joke? (like "Top 
Banana" I go nowhere once thev get out of the Penn?v tunnel. 

Nohdy — but iiobodv — can denv that .Madi?on i\ venue i? physicallv 
as wide a- Fifth or Lexington. Yet it is still the narrowest street in 
town. In any town, in fact, including Main Street. Elephant's 
Breath. Iowa. ^ 




4 



Nightbeat inl( r\ii-\\s \>\ Mike Wallace took \( \% ^ ork 1)> storm. Mediocre 
record of formal on network, sliows New York i^ii'l an indicalion of I .^. la-le 
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Famous on the Georgia Scene 




THE CYCLORAMA of the Battle of Atlanta is viewed each 
year by thousands of visitors to Georgia's capital city. Also 
famous on the Georgia scene is WAGA-TV, Atlanta's lead- 
ing television station. WAGA-TV reaches more people with 
more spendable income in Georgia's richest markets than 
either of Atlanta's other stations. You get more viewers, too, 
as ARB and Pulse ratings prove month after month. 




lANTA 




i 



waoa-tv p 



STORER BROADCASTING COMPANY SALES OFFICES 

NEW YORK-625 Modisan Ave. . CHICAGO-230 N Michigan Ave. • SAN FRANCISCO-111 Sutter St. 




Represented Nationally by THE KATZ AGENCY, Inc. 



7 - 






STORER BROADCASTING CO 



WSPD-TV 

Toledo. Ohio 

WSPD 



WJW-TV 

Clevelond. Ohio 



WJW 



initw Toledo, Ohio Clevelond, Ohio 



WJBK 

Delroil. Mich 



WJBK-TV 

Delroil, Mich. 

WAGA 

Atlonio, Go. 



WAGA-TV 

AMonto, Go. 

WIBG 

Philodelphio, Po. 



' WPFHrTV^ 

Wilmlnglon, Del 



WWVA 

WheePng, W. Va. 



WGBS 

Miomi Hoi. 





NEW YORK— 625 Madison Avenue, New York 22, Ploio 1-3940 
SALES OFFICES CHICAGO— 230 N.Michigan Avenue, Chicago 1, Fronklin 2-6498 
SAN FRANCISCO — 111 Sutter Street, San Fronciico, Sutter 1-8689 



iXeiis and vieus for women in 
advertising and ivives of admen 



MIDDUE &E0R.&IA'S /^H 

^5 ORIGINAL H" 
^GLAMOS;PUSS§T 

Vl PK-eSENTS CS 




c4Dateu)iibDel 



After a big splash in Chicago and 
St. Louis radio, and dramatic parts 
in New York television, Del has 
come home to give all Middle 
Georgia a touch of glamour, genuine 
southern friendliness, and just plain 
charm, on our Monday through Fri- 
day program at 1 1 A.M. Her main 
interests (and those of her viewers) 
are people — national celebrities, 
hometown folks, and neighbors do- 
ing a job for other neighbors. Her 
message "gets through" and so will 
YOUR sales message. 

How would you like "A Date with 
Del?" Your next campaign needs 
one! 



WMAZ-TV 

CHANNEL 

MACON ^ O-A.. 

National Rep: 
AVERY-KNODEL, INC. 
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Women's week 



Spotting the ad manager's wife: There's a .-ort of "warclrobe- 
caste-s\ stem at work among tlie ladies in offices and in the home 
that admen jrenernll\ come in contact with. Here's a guide as to the 
four categories of ladies according to the wa\ thev dress: 

1. ."^kirts and blouses or sweaters are usuall) characteristic of 
\oung secretaries. mostl\ under 25 \ears of age and still undecided 
letueen career and marriage, though influenced toward the latter. 

2. Suits or dress and jacket ensembles |)lus hat are a prett\ good 
ti|3-o(r to the career girl, more or less entrenched in job. 

3. Dress, hat anrl closed shoes with sensible heel- peg the suId- 
nrhan adman's wife on a cit\ shop|)ing tour. 

4. Suit or dress with jacket, but no hat. can be ver\ deceiving. 
I he wearer is usuall) either a married woman with a job or an 
adman s wife who li\es in the cit\ . 

<^ 

Where taxes are headed: Admen who'\e been reading stories 
about po-sible tax cuts nia\ as well resign themsehes that the direct 
effect u|ion their income will be slight. Xone of the \\a\s currenth 
being discussed by the House \^'a\s and Mean? Committee and 
Senate Finance Committee would mean a material reduction to ad- 
men in the S10.0<)0-40.0()() a year categor\ . 

1. Increasing tax exemptions from ?6()0 to S700 |)er person would 
lift the burden mainly for large families with incomes under SIO.OOO. 

2. Dro|)ping the current 91*^? })ite out of top incomes down to 
70' r or 7.5^f w ill ease things for man earning o\'er $50,000. but 
despite best sellers about admen and jjeople in radio-tv, this com- 
prises a small minority. 

If anything, admen are hard-hit this year, since the Government 
is auditing a far larger proportion of returns than during any year 
previously. Items toughest to justifv: Business trips that last long 
like a free vacation, business trips that include wife or family and 
business trips to vacation spots at the height of the season. 

Co West, ad woman: Among the nio?t attracti\e areas in the 
country for ad\ertising career girl* is the Pacific Coast. There are 
se\eral reasons: 

Opportunities for women in ad\ertising are at a peak and still 
growing. Since the West Coast, generalh . maintains a more liberal 
attitude on hiring women, her chances for ad\ancement are greater. 

West Coa>t agencN o|)erations are expanding at a rapid rate 
botli from the ste|)ped-up regional client acti\it\ and because Los 
\ngeles network tele\ isi<ni origination and jjroduction are increasing. 

4"he forecasts for population growth during the next two decades 
all state that the biggest influx of peo|)le will be to California and 
the Pacific \orthwest. Such population trends, coupled with an 
increasing Westw ard mo\e of liea\ \ and light industr\ indicate 
c<nitinued growth and |)rosperit\ in advertising as well. 

\nd finalh. at la-t count the West Coast still ofTered women 
the most fa\oral)le man-woman ratio of an\ other region in the U.S. 
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Only 22 
quarter hours 
don't 

belong to WTIX, 

The 

other 266 do. 



Tllc in w I'liNi )il\r~. \\TI .\ II \lltlliil c li Mli wci |. Ill I • Sew 
< •l lr;iii> rii(|i(. . I M J^^ I iilirv || \| |iu llil ciii'i S.il 

. . . w Ti x Is lii-t III 

'I lni> Jl i|||iii'l|v|ci|| III il llliilliT |s jnlilrd III \\"ri\' riilililillll ' 
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Still/ Stiltimi I'lHIIIll tll<' rliil'k r\ iti'Ml'l t Mill |i|l';i ll.lM- r|i;ili-ll Ji 

iirw New ( h'li'.'iiis li^tc liiiliit, witl w till r l)ii\ ii|._' Imliit, tu 
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WTIX 

lir-it III ll-stiiti'iii 
NEW ORLEANS 





WD6Y Minneapolis St. Paul 
WHB Kansas City 
WQAM Miami 

REPRESENTED BV JOHN BLAIR A CO. 



TODD STORZ, PRESIDENT 



WTIX V ^'-3ans 

REPRESENTED BV ADAM YOUNG INC. 
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A Challen sel 

n HAVE 
AO 

UNSUCCESSFUL 
SPONSORS 

Your investigation 
of this fact 
is invited 

You too will 
find that 
SPANISH 
RADIO IS 
EFFECTIVE 

when you advertise 
in Southern 
California 

on 











PASADINA'LOS ANCI 

V . Spanish Lansiuam 
X. Station 





49th and 
Madison 



L.A.— RYan 1-6744 
S.F.— Theo B. Hall 
Eastern Rep. — National Time Sales 



The gentle giont 

I luid ail ()|)|)()rtiiiiit\ to read tliioujili 
llip article on J. W alter riioin|json in 
the Jnl\ 27tli issne. and want to ex- 
|)ress in\ a|)|)rcciation of the manner 
in which it was handled. 

\ ou nia\ he interested in a piece 
of '"fan mail" which I received yester- 
da\ from Mr. Les Biederman. President 
of Paul Bun\an Xelwork. Traverse 
Cit\. -Miehifian. it is not onl) evi- 
dence that SPONSOR is read, hut also 
that it prompts inniiediate action! 

Norman H. Strouse. president 
J. Walter Thoriijyson, Xeir York 

• Headf-r Hiedcriiiaii*^ letter (Mtiiiniciitcd on 
thr artirli- appearing in SPONSOR anil stated 
that despite IIm- enornions ^ize of the J. Walter 
Thonipsoit atlency their courteous tr<-atiiieiit of 
nii-ilia pet>ple is iiniiiatched. 

A loi of cooks 

I would like to state that those claim- 
ing to have organized a certain for- 
mat of music and news should admit 
that it takes a few of e\ er) one s ideas 
put together to come up with the t\pe 
of format that continuallv gains the 
top ratings in markets where the for- 
mat is in effect. 

Sure, the Todd Storz stations, the 
Plough stations and David Segal sta- 
tions are all using a format that came 
from the public's desire for music 
with tight production. to|3 tunes and 
good air salesmen. But. for the rec- 
ords, Dave Segal will he the first to 
admit that he got a lot of ideas from 
Todd Storz and he, in turn, passed on 
these ideas regarding the format, in 
Augu.st of 19.55. to Mr. Harold Krel- 
stein and Mr. Charles DeVois of the 
Plough stations in ^lenipliis when thev 
drove to Kansas City, where David 
Segal had KLDL at the time. At the 
same time, the Plough station in Mem- 
phis. WMPS. being an ABC affiliate, 
was sufleriiig rating-wise and switched 
to the so-called format after consult- 
ing with David Segal. In fact. Mr. Se- 
gal even ga\ e some ideas to Mr. Da\ id 
Mendelsohn of WTAC. Flint. .Michi- 
gan, regarding the stations with the 
format. 

All of the so-called format stations 
todav are \uniher One in their mar- 
ket, respeeti\ eh , or close to it: so let s 



-top bickering as to who originated 
the bo-called music and news format 
and get out and sell radio the wa\ it 
should be scjld. 

James F. Brown 
Xational Sales Manager 
KOSI, Denver 

Seml-an!matlon technique 

Tve been reading your jjublication for 
the past few years. ... I see quite a 
few articles about film production and 
much about how studios produce films, 
however, there is one article that I 
have never seen and I feel it would 
definitelv be of service to agencies 
that produce tv films. 

W hv not an article about the inex- 
|3ensi\e semi-animation techni(|ue of 
film production. Fve been calling on 
agencies both in the Midwest and in 
the Ea.st for the past 10 years and ver\ 
few agencies know this technique. 

Most agencies feel that after a slide 
is produced the next thing is a live- 
action or fnlK animated spot that cost^ 
thousands of dollars. Very few know 
about semi-animation or the stop mo- 
tion technique . . . and how semi- 
animated commercials can be produced 
for as low as SIO a foot as compared 
to $70 or $80 per foot for full anima- 
tion. 

Agencymeii should learn about these 
inexpensive film techniques, to not 
onl) improve the quality of their com- 
mercials over still slides, but also to 
hel|) their tv film budgets. 

Don Mack, vice president 
Filmack Studios, Seic i orh 

• For analysis of prodiietion teehni«|ues and 
co^ls sec the S1*(>.NS()H cost analyses. "X^ here 
does the S po?"; 2 Marrh. page 33: 20 April, 
pape 33; 22 June, pajzc 36. 

Back to nature 

The August Advertiser s Digest con- 
tains a condensation of \ our article 
"So \ ou re Hoiiijr to meet in a wooded 
nook?" (20 August 19561. It ap- 
pears on page 23 under the title "So 
\ou're having a meeting? 

Thank \ ou for making this a\ ailable 
to us and to our readers. 

Ed Brenner, editor 

Advertiser s Digest. Chicago 
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CORN UTOPIA 

riiere i\vo -i\ nietropolitan markets in Iowa and \\ M T- 1 \ rt-aclie- 
three «l ihcin efiecti\ely. 

Iowa i< e^-eiitiall\ an aj-'riniltural >tate. but ajiricullnre i- in i^ooil 
manufactui iiij: conipaiu. In the in(lii>triali/e(l Ea-tcrn half ( W M I - 
laiul) tuo out of e\er\ tliree tioiiar- i>f iiicouve are in(lM<tr\- 
(leri\ ed. 

loua >tati-ti(- are uii failiiijzK juie\. V-ide from the fact that au\ 
ue ([note will he out of date li\ the time \oii -ee them. M(U d 
pr(d)ahl\ forget thi^m an\wa\. > Fre-h data a\ailal>le upon reipie-t. i 

One fairh recent brag: \KB reported 1" once-a-week program- 

with ralintrs al>o\e 35. 0 in a Cedar Rapid W'aterloD report: 

It of the lo were on WMT-TN . We ha\e more ml f?/7« •'/-■. 1 nt 
lhe\ all boil dow n to lbi>: In Eastern loua \ on want \VMT-T^'. 

WMT-TV 

Cn;> for Ea-it-rn Io^^a 
l/ai7 Address: Cedar Rapids 
Channel 2 • Maximum power • The third highest loner in the world 
\ational Representatives: The Katz Agency 

NUp f Rinl M \t y A r> R L. "T W I 1 
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A Time-Buyer 
doesn't have to dig 
very far to 
learn what's what 
in Miami. 

One station (WQAM) 
has 42.6%* of the audience. 



That's wluit the newest Hooper savs, (•oiitiiiuiiiji a liraMKitie runaway 
lor \\ QA.M since the start of Storz Station ])ro?rannning loss than 
a year airo. Xow WQA.M has 4 times the audience of the next station. 
The latest I'ulse and Trendex also show WQA^l in first jjlace by con- 
vincing iiiar<iius. ;Makes time-buy in<i- in .Miami rather sim])le, doesn't 
it Don't complicate your life by leaninp- on lO.jG data for sujiport. 
(iet the new fi<iures from .John 



I'.lair . . . or talk to WQA.M 

(leneral .Mauajier .lack Sancllcr. 

*ll()()])ci-, 7 .-LiM. (i i).m., Moil Sat., 
.Juiic-.Iulv, l!i.")7 



WQAM 



. . scrvinz df Soiitlici-n Kloriila witli 
"j.oOO watt^ on ofiU kc . . and radio 
r-1 in 



MIAMI 




TODAY'S RADIO FOR TODAY'S SELLING 



WDGY Minneapolis St. Paul 
WHB Kansas City 
WQAM Mianni 

REPRESENTED BY JOHN BLAIR A CO. 



TODD STORZ, PRESIDENT 



WTIX New Orleans 

REPRESENTED BY ADAM YOUNG INC. 
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McCcinn-Erickson 1957 Projection 

(!fllliiil Itc^rnrrli |))-|i.irllli<-ul <i( Mt ( .;inn l.i irk'-on 
■ ■('Is incDMHi- III l)illiii;:'. for all niiliniKil im-iliu in l*/')7 of 
\.t)'~'i <i\<T lii»I \riir. \ i»inii. Ixilli iirlunrk iiml --iimI |x 
M-iMi ii-i tiriiwiii'; 8.1'!. ("IMt |)iil« all |\ ;il H'^'', .ilir.iil (nr 
l'/")?'- Iir-I -i\ nioiilli'-. I M( (l;iiin ^••(•■. m-w -|);ipi-r~ j;;iiiiiii;; 
ii|ll\ ',i.'.i'"< llli»>rui: IIUIj;;i/inr», l.,'{'~f. l{,l(lii> -Iidw - l)ij;i;r»l 
iiicrrii^e i)f ;ill: "Jl.li'J (i>r ^pnl and ni-I\M)rk (-■■iiiliiiiftl. 



all nat'l. media 



-f 4.6 



/O 



1956 level- 





IVo, .«^av iiKMlia dircclors from ajicncio (M>iilijtiui*i^^':^>^6.5 million in 
air l)i1liii«!. Biidgrls are hijrjicr, l>nl llio ni<> in w,^<'<|*lf 1^04^(1 around mor<' 

lavc A^i<tiUxX'llt>ir<'. (Mi; 



networks and stations becanse elii'iits li; 



miied hnvinii 



patterns sn<i<;est ins 



Whe,, nil iii(lii>lr\ ■—oft"'.'' 

.\ 10' f t\<v in car ^aliv is the dilTei eiice bel\\c<?ii iiorinali \ 
and a l>oom \ear. \ 10' < iiiriease in liniisinjr (ie\ elopincnl 
nia\ iirinj; on a lexcisal of jiox ernnicnl fiscal jjolicv to luill 
"llie inf!alionar\ siiiiai." 

The current ielc\i>it>n i>ureaii of Advertisini: report tni 
>\)ot t\ in second (|Uiirter I'J.iT >iiou> a lO'^v gros-^ dollar \(>l- 
unio increase. Kor the fn>t half of 19.i7 TvB shows a iiearK 
II 'T spot t\ increase ()\er the >anie months in 19.30. Taken 
together, network and sjxtt t\ are up R.rt'^r in ihe first >i\ 
months of 1957 t)\er the first half of last vear. 

^ et in the past fe\s week* gloom and doom nlercilant^ 
witiiin the t\ in(histr\ itself and in ad\erti«in': circles ha\e 



slaliililv which isn't h<)rne*>b|ii".'1)Y'- (ittitiicle ol tv*.«« < li<' 



• •' ^il•;^" 



nt• 



i>eMi laiL»i^vi^a.'|i!A.<'lhC)i: olT or recr-ion. Print niefiia ii.ni 
taken thi:-<-.y)^i['nkrt(?iia^4"-^o front-page gioonn |)redirtion- foi 
the fortlif tv-)iiis5il\'s,^tjnron and i)rint -aic-nit'ii ha\e iic^ini 
to jah al''^^e' ! f|ri1^lT'[K:.\ of t\' with im reading freqneiu \ 

( >ee j.ox !lii'5it^j;U?''e V : ".^ 

]?ut lurw'J'^lr. l^b-IKeJ.V'coiidilioii- in the l\ indii*lr\ rejIK 

compare tii^ ^^^1 ^rf tiic I erononn 

\nd i- l^lf ; i'jtf-;! i'.Npjin^inn of t\ in Hue with iirowtii in 

other mefHa. TM "i^.tv/faihnir heiiind the trend in ad -pfndin:; .'' 
\re th'er'e'^fea^ 0-f''"V<jftni>- in t\ and what - tiie fall and 

,\mler on e fjiediiim .'' 

Here. iirfji^.sljpn,and.an-\' er form, are the \iew - of media 

director- whhs<.' rtTire/icil'- arcouni for an a2^re::ate si^d..^ 

if-:': 
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Tv has plenty of growth in its 
future, media y.p.'s told SPONSOR, 
since cost- per- 1 ,000 keeps improving 

iiiillic, ill air media hillings and of sucli ccononiists as 
J v. I Arno Johnson and Department of Counnerce spe- 
cial t> who e\aluat(' L. S. economic trends. 

. Is the "scare" talk you hear in some quarters justified? 
k. DefiniteK no. say media executi\t's who control a major 
jiortion of all national t\ spending. The) see expansion con- 
tinuing, hnt on a hroader hase. There are simpU more t\ 
choices a\ailahle to the advertiser and the nione) is spread 
among more networks, stations and time periods. 

As media v.p. s like JW'I s Arthur Porter point out, t\ s 
eost-pcr-1 .000 continues to decline, making the medium in- 
crcasingl) efficient despite rate increases, therefore, main- 
tain media men, ad\ertisers will continue to increase t\ 
budgets because of the continued inipro\ ing return. 

O. How does tv hold up against U.S. industry at large? 
A. r\ "s growth this )ear is unc\'en compared with pre\'ious 
seasons. Hillings increases were broadly distributed among 
networks and stations both during the last few )cars. But 
now bigger gaps arc opening up between stations in the same 
market and Ijctwcen markets of different sizes. 

Some t\ stations reporting to T\'B pointed to booming 
business, according to Xornian "I'ete" Cash, T\'B president. 
Others see more unsold time than ever before. 

This unevcness is reflected in the I .S. econoni) as a 
whole. E\ en within the same industry, patterns of sales and 
profits ha\e shown wide fluctuation. In automobiles, for in- 
stance, General Motors showed a 4.4'? drop in profits com- 
pared to 1936, while Ford went uj) 29.o'"(' and Chrysler up 
'^\\{).()^'( ill the same six-month period. Syl\ ania w ent down 
S.S.r?. RCA up 1.4^? (as reported in U.S. \ews & World 
Report. 9 August 1957). This unc\ eness within industries 
is reflected in a large eross-section of the I . S. econonn . 

The one consistent jiatlern: high cost? in most industries 
ha\ c kept the profit trend below increases in sales. 

The same pattern has affected man) iiidi\ idual tv station 
operators. Thus where a lO'r increase in billing for one 
station ma) mean a satisfactor) return, to another it iiia) be 
disappointing. 

Sa\s "Bete" Cash: "Take the man who puts .$500,000 into 
a t\ station in 1950. He experienced fn e years of enormous 
growth, then sold out for sa) $5 million. Had he not sold 
out, t\ 's current rate of growth would still reflect an excellent 
return on his original iii\ estmeiit. But to the man who 
bought him out at $5 million, the current rate of inercase 
ma) seem a slow return on his capital iii\ estment.'' 

lias tv outgroun the days of big jumps in hillings? 
A. 'Sot according to billings and the outlook in nine out of 
10 giant air media asiciicies sur\e>ed this week b\ si'OXSOK. 



(For detailed projection of fall tele\ isioii spending trends, 
see SI'o.xsok's T\/Hadio Basics. July 1957.) 

"W'e don't see an) softening. sa)s J\\ T media \ .p. Arthur 
Porter. '"Our accounts are more active in both network and 
spot than the) were la>t )ear. and good times in good mar- 
kets are just a> bard to clear as the) e\er were. T\' has had a 
fa\()rable cur\e in terms of cost-per- 1,000 so that circulation 
has steadily increased since 1950 more than any other 
iiiediuiii, compensating for rate increases." 

Prank Kemp, Coinpton's media director, predicts the big- 
gest t\ )ear yet for the agency on existing accounts. "But 
\uu cant draw o\er-all conclusions from any one agencv. 
For instance, more of our hilling will be in network than 
in sjiot this year primaril)' because new products we intro- 
duced in the past lia\e matured to a le\ el of national distri- 
bution. On the othf»r band, other agencies niav be handling 
more new products this year and )()u could find their bal- 
ance between network and spot swinging the other way." 

The majority of media directors inter\iewed foresee a 
continued and heft) ujiward trend in spot t\' particularly he- 



m 



PRINT MEDIA EVIDENTLY 



Attack: In a recent promotion piece, tl 
AXPA described a six- market study of t\ coil 
niercial penetration within programs and adjl 
cent to them. The stud) pegged ■'coininercia 
obser\ed and recalled" within shows at 30' < 
total \ iewers or helow: "spot announcenients ol 
served and recalled ' at 3'r or fewer of totl 
audience. I he sur\e), conducted h\ Hooper \ 
telephone, lasted for fi\e da\s (see chart below 
Pile crucial question, if the iiiter\-iewee had heij 
watching t\ : ""W hat commercials do \ou r| 
member seeing since the last program ended': 



In New York . 

815 Spots before their eyes 
Penetrated 

RATING 2.8% 



In San Francieco-OakJand 
Spots before theiiP 
12 Penetrated 
RATING 1.5% 



■ OBTX>N 
DKTJWjrT 

UINNKATOLIS BT PAUL 
NEW TORK 

BAN rHANClBCO-OAKLJUWD 
TOTAL 



HontH oxh TV 

46fl 

40t 

BBl 
466 
473 
406 



364 
367 
464 
3fl6 
406 
366 



84 5 

706 
66t 
716 
615 
616 
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i-;iii-<' i)f (M)!!^!!!!!! new |)i<Klii( t iiiti ixliw tioii 1>\ 

I Sec "Tlic iiiiiikcliii^ iiicdiiiiii," ><I'().N>< »1! l'^")7.i 

'■(Iciicral Mill-. Lcmm ISio-.. and iiiiiiiiiici iil)lc oilier iiiajni 
ail iiK'dia (•i)iii|)Jiiii<-- liasc lialclic-^ of iiru |)|imIui U on iIk- 
drawing: lioai<U."" -as - liic Iwad of iiR'dia al one of llic toj) 
(i\c aficncic-. "'I'lu'-c idoiu' ^\o^ld j:iiaraiitrr a hi;: iiii M-a-i- 
o\ci till" iic\l \«'ai (•\ cii if (•>lal)li>lird |)i txliicU iii<'i<"l\ main- 
taiiicd iIk'Ii cimcnl lc\cl of >|)<'iidiii^. \\ illiiii luo oi 
-o, tlic-f lieu inodiicl- will Ik'coiik; network ail\ i-rli-cr-. 

On the other hand, major a(herli-in^' -|»en(lcr> are -o uell 
re|)resented on l\ lochn in term- of \aiioii>. inodiiel cate- 
;j:oiies, that few media men e\|)eet to >ee a major increa-e in 
network liilhiiji innue(Hatel\ . 

{). lion lines tr's ciirrriit rule o/ i^ioKtli sldiL iij) tiiiiiiii.\l 
ntlirr inciliii':' 

\. ItV still well ont in front of ino>t other media, partien- 
larK spot t\. with it- \ \^'( increase for the first -i\ months 
of I9.i7. Network t\'s b})", hoost in hillings (I'll! for fust 
six months of iOoTl is slijihtU ahead of the recent inrrea-ic 



ill i(ia;.'a/iiie i>'\eiHie, ().<!', o\ei the hi-1 half of l'))() a< • 
(■>>i(lin^ lo I'll!. Ill the ea-e of the two lallei media Mni< h of 
the iiK ira-e i- dn>- to liikimi of lale- iatli<-i than ai tiial ii>-w 
hll-ine--. 

\ew-|)a|K-r- lia\e -liov. li a -h;.dit di-eline in tin- |ia-t six 
month-. wlicKM- -|iot radio ha- re^'i-leied ihe h.Mlthi<'-t 
liain -iii(<' the ad\eiit <if t\ . Xeeoidlii;: tii Media I!c<or<l-, 
iiew-|)a|ier- ilerliin d i !.(> million llnr- in th>' hi-t h\e montli- 
of i'-T)?. ^|)ot radio in tli- fir-t (|uaiter of I'^'T \'a- n|i 
10..">' ( . ae< <)idin^ lo "-I5 \. (hitdoor \d\ ei I i-iii;: Iik.. esti- 
mate- a I'f in< iea-<- o\er '7^^^. l>ut hiial h;:iire- aient out. 

rherrfor<'. ill relation to the firowth of otliei media t\ i- 
eeitaiiiK not "soft." It"- onl\ when t\'- 1 'J.")7 ;:r<)\vth i- 
ineasiired in jiei (■<Mitapes ;i;faiii-t tlic |)heni)m<'iial cliinh of 
its eailier \ear- doe- the medium -eeiii lo he "le\ e||iii;j olT. 

In terms of first i|iiait<-r fij;in<'-. t\\ iii( rea-<-- in )•' o\ei 
V)Sl were .'>.")',; 19.')! wa- 12'; head; iV.'i.'. 2U' , : I'^.V). 

'( \ iO.">7. W.if'i laecordiii^ to \le(]aimd',riek-oii'- (j-ii- 
tral Ke-earch l)e|)artment ) . 

\ Plru.\f' turn to jiafir !!.'{) 




Z IS NOW RIPE FOR ATTACKS ON TV. HERE'S MOST RECENT FROM ANPA 



Rebuttal: ^incc Treiidex is the onl\ 
t\ research organization ciirrentl\ 
stud\ing eoimiiercial |>enetration. W . 
\\ . Dorrell, Blair Representatives %.]). 
and director of rescnreli. a?ked Fid 
H\ncs. |)iesident of Trendex. to evaln- 
ate the AXl'A ^tU(l\. Here's what 
Ihnes re|H)rte(l: 

■■ The techni(|ue upon \> hich this |)ro- 
motion |)ieee is ha-ed is unaided recall. 
This is a radical dci)arture from the 
technique used to inea-ure the |)rint 
medium, which now use> and alwa\s 
lias Used e\ er\ |)Ossihle aid to stimulate 
recall. The que^tioninp arrangement. 
In its design, confuses the intenicued 
h\ asking ahout hi- viewing of pro- 
grams now. then one-half hour ago; 
then when the respondent is concen- 
trating to rememher the |)rograni and 
station he \iewed one-half hour ago. 
the interviewer switches the train of 
liiought to commercials. Such a tech- 
nique can only bias the respondent 
with a desire to terminate the anno\- 
ance as soon as possihle. 

"This now brings us to the crucial 
question : 'What conipiercials or ad- 



\erti-iiig me-^age do \oii reineud)er 
. . .?" I lii- could he con-trucfl hy the 
res|)ondent a- retjuiring them to recite 
the commercial or ad\erti-ing me-sage 
fioni niemor\. hut at hest. l)ecau>e of 
the iiKpiisitioii already gone through, 
they mention one or two and feel the\ 
lia\e done their dut\ anrl are certaiid\ 
not going to cooperate with full men- 
tion of commercial- recalled. 

"Furthermore, some of the |)ercent- 
age- are conqiuted on the assumption 
that each -tation has the -ame number 
of amionncement- and \ iewers. 

"Aided-recall teclmi(pies using the 
immediate-recall technique show that 
the a\erage network commercial is re- 
called b\ of the total audience 
and it sometimes runs as high as Wh' r . 

"Com|)arable studies using aided re- 
call on -tation breaks ?liow something 
like tlii-: If the res|)ondent had been 
tuned to both adjacencies, about 50'; 
lecall the station break. If the re.-|)ond- 
ent ha- been tuned to onb one ad- 
jncencs. and tho.-e who bad .-ecu the 
one adjacencv were u-ed a- a ba-e. 
aided recall wa.- a|)pro\imatel\ 



"The b'V ( figure for netwoik pro- 
gram- ha- been true of the O.li.l. im- 
mediate r(-eall -tiidie-, Procter (iam- 
bic studie-. which u-e a mf)re iinobed 
techni(|ue. and ^ onng Itubicain im- 
mediate recall studies. 

"Nowhere in the \M'\ publication 
ha\e we been able to determine the 
time of (la\ tlii? -tud\ wa- done. \ii 
examination of the 26.0'; who remem- 
ber or who identified the integrated 
connnercial is in wide \arianee with 
the Trendex coincidental finding- of 
.-|)onsor identitieatioii. \-king the 
question. "What i- ad\ erti-ed and 
accepting a- cc)rr<'ct the name f)f the 
>|)onsor or his prorlnet-. we find the 
a\ erage to le clo>e to T^'f correct. 

"T hir- can onb be a rellection of the 
poor teclnii(|iie and resultant re-|)ond- 
cnt fatigue. W bile thi> rejiort mav 
come UJ1. we feel that the \a-t majorits 
oi re-earch and media |ieo|de ar<" too 
-mart to be taken in b\ thi- t\|)e of 
-tati>tical leger-demain which wa- ob- 
\ iou.-l\ de-igned and executed not with 
the idea of gaining inbirmation. but 
to -u|)|)oi t a pre-arranged <Mid."' 
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THE FLIGHT THAT FLOPPED 



I used fo be o sign 
pointer, you know. I like 
to write long signs. Like 
No Peddlers or Agents 
. . Lost Our Lease . . or 
moybe Special Todoy . . 
^ Lentil Soup . . . 



^ All right, Dudley, oil thot's behind you 

I now. Nucoo mods you o skywriter. All 

I you Aove to do is go up ot 12 o'clock, 

I high noon, todoy, over the city ond sky- 

I write N U C O A ... everyone will be 




Most adiiieii ajjree the "Diidlcv'* 
caiiipaigii for Niicoa illustrates 
big danger in liiinioroiis radio 
coninicreials : Sometimes you 
can't find the brand amid the fun. 



I lie trend t(^ humorous coniineri-ial 
co])\ which began fixing high thi? 
spring hnuiped into an amateur ^ky- 
uriter tr) iug to spell "Nucoa" o\ er 
New York City this month and lost 
considerable altitude. 

At least this is the opinion of a 
number of adnieu uho have begun to 
ask tlienisebes the question: "'How 
unich is an ad\erti<ing gag north if 
it doesn't tell the product storN ? ' 

The amateur >k\ writer was Victor 
Dudle). uho it was said, learned his 
hobby from a crop-duster friend on 
weekends. ("First time V\e e\er 
worked with smoke but I guess it can't 
be too different from DDT. " I 

Around Dudle\. The Nucoa Mar- 
garine Division of The Best Foods 
Inc. and its San Francisco-based ad- 
vertising agenc) — Guild. Hascom 
Honfigli — built an elaborate and high- 
1\ amusing 10 -day gimmick jiromo- 
tion on spot radio in the ^sew York 
market. \ine local stations (\VCB5. 
WKCA. W.MCA. WOR, WI\S. W.M- 
GM. WABC. \V\E\V. and WPATi 
carried saturation schedules of one- 
niinute announcements featuring co- 
median ."^tan Freberg as I)udle\ "s "sk\- 
writing coach. 

Dudley's mission was to >k\ write 
o\er New York on five successive da\s 
starting 29 Juh, misspelling \ucoa on 
lour o! those da^^ I NOOl'S. NRWCO. 
MCO\. \OOCOl and finally get it 
right on the fifth da\ . The Freberg 
radio spots were skits in which coach 
wa> to chide amateur sk\ writer for 
his errors in spelling: tlie\ were load- 
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cil Willi ciitri laiiiiiKMit liril nut willi 
inndiict ■>fll. 

The wliolf |M)iiit of llic '^i\<i in 
|)u(ll<'\'-^ wfiikin'-- ill s|»clliiiji, lint nil- 
foi'ltniiilrlv lie iit-vfr ;.'n| llic clinncr In 
|H()\c it. lllond-. Ii;i/c ;iiitl iHlicr 
^iii ic- of Nt'w ^ oik -uiiiincr \\fiitln'i 
kc|»t Dndlfv i:roini(lf(l niitil tlic l.i-t 
tl;i\. '"{."IniKK w fii t Ik- r " foniint'iciiil- 
wcrf Mili-tilutt'd lln" t'M'iilnalit\ li;id 
Ix'fii tint i(°i|>iit)'d tlioiiiili IkikIK li))|>(-d 
lor iiiid tlit'M' loo wfif lunnoiou-. 

lUit jn-l liow in;in\ of the l.i.dOO.- 
001) |»('o|)lt' Niicoii coinitcd on l)fin>; 
in -tittlio l)\ .") \u<;ii<l wcic acliKilK 
ill tliat -Intf i> soinctliiii"; iii;in\ ;id- 
iiHMi would like to know. TIu-nM al>o 
like to know wlictlici llii'- |)i'oinolion 
wliitli ftol Hot l'ood> |>filia|)> S»>().- 

000 and cnihracfd al>out '^(u radio 
aniiouncciiifnt-^. ."i" lu-w >-|>a|)t'r ad- a> 
well a- a |>a^iit' in The \rii ) orlicr 

1 none with a trace of |)ro(lnct * I 
|>ro\t'(l much hc-idc- llic fact that 
clifiit and ajit'iiCN both lunc a won- 
derful -ense of luinior. 

"Itf all \fr\ nice to he altruisti( 
and enterlain ihe |)nhlir with fuiiin 
coniinercials." one co|>\ chief told 
M'tiNSdK, "hut unle-- \ on weave al 
lea-t \our main -elling |>oiiit into the 
humor. \ ou mi-- tiit- l)oat." 

"I'ersonalh . 1 think l)ndle\ \\ a- a 
dud. " said an airt'ncv account execu- 
tive. '"None of their radio s|>ol> IkuI 
a damn thinji to sa\ the aliout the 
inodnct.' 

"\ wasii t even keen on ihe humor, 
another adman. "Ihe wlude hutt 
of the joke wa- Dndlev. I like humor 
that make- lijiht of a situation rather 
than an indi\ idnal. liesitle- I person- 
all\ lo.-e faith with a c<im|)an\ that 
hires a sk\ writer who can't .-pell. " 

It s the tdd -tor\ — e\er\one ])rides 
himself on having a -eiise of Ininior. 
hut e\ er\ one is su-picious of humor 
the in-tant it rear.- it- ha|)p\ head. 

\.- far as \ucoa and GHilB are con- 
cerned. Dudh'\ was not snp|)ose{l to 
sell an\thin<i. He wa- |)urel\ and sini- 
a |niMicit\ stunt. I he stor\ he- 
hind his creation snh-tantiales thi-. 

Nucoa -a\s it had (uiginalh planned 
-inmltaneous cam|)ai<;ns in two mar- 
kets. New \ ork and Lo- \ni;ele>. In 
Los Angeles. the\ were to |)ick up two 
t\ shows to their liking: Life If itii 
Father on KN\ and Golden I o\age 
on KCOP. Ihe connnercials on these 
half- hour completeh sponsored |)ro- 
grani? feature a lighthearted Briti.-h- 
t\ |)e character called 5e\ nionr Green. 



Ill New ^oik. llow«'\ei. tlic\ weie nil- 
ahle to liiid a t\ -how the\ wanted 
to -|>iiii-oi. ^o llie\ di-\ i-rd il ladio 
promotion that would -er\e ii- ;i -uit 

of luiilei to till- l\ c'.iiiipaigll oiirc 

tlie\ found .1 -Imw. liii- wa- how 
l)udle\ and i'lehng got into the act. 

."starting 21 Jnl\. a (i\e-d.i« te i-ei 
cain|)aigii of more tiiaii J-")'! t -a-er an- 
iioiincenieiit- were -|>iead o\er the 
nine New ^ oik radio -tatioii- alertiiiii 
the |)ii|nilaee lo look upward o-i the 
following Moiidav. In llie-e ir.iilcr-. 
Nucoa wa-nl even iiieii! 'oi,cd 

I'rom Moiida\ 1 2') .lul\ i throngli 
."^alnrdav I -"i \ugu-tl ahonl 2.")ll one- 
ininnte luiiiioroii- dialogue- hctween 
I'relieig and l)udle\ were used on 'I > 
-anie -tations. 'I lie-e wen- eonceriK d 
oiiK with the -k\wriliin; •jiimniek: 



a(l\ ei t i-iiii: < aiii|jaigii. Nc\ n ihcic-- a 

lot of adilM'li li.i\e hern -ll-picioll- of 
the e||ira<'\ of otiir] I i;: III -I o IK 1 1 i o|i|. 
iiiei) iaU wliitli oiiK a few iiioiilli- ,i^o 
well- all I lit I iii'j fa\oiiilii<' I oiiiMii'iil 
fioni iiew-pa|>ei c(iliiiiiiii-l- and liadc 
pic-- editor-. 

\diiii'ii a-k: ll.ncii'l ilir lloifiiiaii 

heM'lJge- people lllll llieii "( ould 

\ou III- lia|ip\ if \oiir iiaiiie wi-n- ^ar- 
-aparilla ' gau iiilo the giound.' l-ii t 
il pii--ili|e that (iavalier- eoiniiii-reial 
i inneiK clia I ai'li-i' named linger lia- 
WDIII out hi- Welioiiie'.'' What lia\e the 
king and the limi .nliialK dune fni 
( Jie-lerfield King-'.'' Donhlful look- 
ha\e e\eii IniiH-d in tin- diii-ilion nl 
the ela — ic -eric- thai i- geiicralK i on- 
ceded lo h<- the |)iiiiii-i-r and paragon 
of linmoroii- i oinnn-i i i;i|- hinthi-i- 



LOOK UP 

Dudley 
is coming! 

Dudley: 

You sent (or me. 
Coach' 

Coach Freberg 

Yes. Dudley I've got 
a skywriting |0b for 
you . . next Monday 
noon 

Dudley: 

Gosh, the big time 

Coach Freberg: 
That's right- Monday 
al noon 

July 29 



K 



LOO 

is 

com'"^ 



JULY 29 



LOOK UP 

Dudley 
is coming ! 

Coach Freberg: 
You all sel for ihe 
skywriling Monday 
Dudley' 

Dudley: 

Yeah — I goi a wonder 
(ul airplane. Coach li 
writes ten thousand 
words without a refill 

Coach Freberg: 
One word. Dudley 
Thai s all we want One 
word — al high noon 
Monday 

July 29 




Teaser print riunpaifin lux! cvrrvnni- Imikiri!: up. liiil Dinllry luiK -linwi-il one fla> 



Nucoa was nientitmed hut no |>ro(lut 1 
sell was iiuluded. Then on .5 \ngu-t. 
a whole new set of minute-commer- 
cial- |)atterned on il- \\ e-t Coa-t t\ 
were started on seven New ^ ork 
radio -tations W \I!C. CB.^. W IN<. 
W \IG\1. \\Ni:\\. \\{)l! and \\UC\. 
The -chedule of tlie-e -land- a! L'^.S 
|)er week. I he-e too are liiilit tough 
commercials, hut lhe\ al-o iticlude the 
-tandaifl ingredienl- |irodiut name. 
|)roduct ?lor\ ami a nin-ical jingle. 

The\ will continue to run. accord- 
ing lo Bruce Hamilton. ad\erli-ing 
manager of The Be-t Food-. Inc.. 
""until we can pick U|) two -uitahle 
half- hour com|detel\ -|)on-ored tele- 
vision show-. It is (|uite |>o— -ihle the\ 
will run on radio into f^ttoher. 

So il ma\ he that critic- of the 
l)udle\ sk\ writing hit have heen con- 
fusing a |ironiotion gimmick wiih an 



Bert and llarr\ for I'iel - Beer. 

\- great a- the\ are. a eiip\ chief 
told sI'(iN-t)R. "I feel Bert and Harr\ 
I'iel commercial- (ould he -trength- 
i ut'd a little more. \ er\ few linmor- 
oii- eoiimiei cial- ever dig dec|> enough 
into the .-ell. 

Two ciMumercial -eric- that dig 
dee|) into -ell are the >chwe|)|ie- lim- 
ic announcement- featuring "^chwe|)- 
|ier\ e-ceiice and tho-<e of I 'ep|ieri(lge 
liread that -tar I'arker |-Vnnell\ of 
Mien - \lle\ fame. 

lioth of the-e are hnilt around the 
|)ri)duct -tor\ . The\ are re^rarded a- 
humoroii- commercial- h\ |>racti( all\ 
e\er\one hut the agenc\ that |)roduce- 
them Ogil\\. Beii-on Mather-. Thi- 
ina\ he explained l>\ the fact that la-l 
Deceniher. [)a\ id Ogih \ . the agen(-\ 
|)re-ident. in a treati-^e (ailed "How 
to create ::ood ad\ erti-eniei.t- Ihith 
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(I r W . niiig: Ihniiorou? (^<>|'> 

K • IKl pII.'' 

OliIw !oe^ not stand alone in lliis 
Hint'. si'()\.>()K-s(;oi'i-; reported in 
llie A \uLU>l i»-iw. Ueaetions agaiii>l 
(■()ined\ ()ininercial> are settin<i in 
thick : .d fa^l among admen. Tlie gen- 
eral ( iiiplainl : Tht lale.-t s|Jeciinens 
lend » lie eorned u\) lo the hilt and 
or dded willi pointless dialogue. So 
ll . trend toward ihe light-louch eoni- 
. rcial — sparked for a while 1)\ ini- 
,tiinali%e cliararterizalions and clever 
■\ riling — could turn onl lo he a fairU 
hrief one. 

The same item included this predic- 
tion h% the head commercial writer 
lor an agencv loaded willi radio hill- 
ings: "They'll he going hack lo the 



■MIlHIIIIIll. 



the people and. in inan\ ea.-es, humor 
ma\ \)(' llie righl answer so long as 
il is deflh handled humor, done b% 
|)rofessionals. 

Humor i> one of the nio>t fragile 
of all literar) forms. A|)|jlied lo ad- 
%ertisitig it hecomes e%en more deli- 
cate. Mishandled humor is worse than 
no humor at all. Au(] when a gag is 
re|)caled it is hound lo get horing. 
Si'ONSOK poinled out mam of these 
pilfalls in an article lilled ''Should 
\ ou get on radio's comedy commer- 
cial handwagon'.''" in its 11 .May 1957 
issue. "If you try humor," it advised, 
"he |)repared to switch commercials 
fre(juently. ' 

A good ease in point is the Rani- 
h!er ear which is cnjoxing its biggest 



Some DO'S and DON'TS in humor 



Do <l<"vel()p cliaracters whicii are 
credible. Exaggeration is a part of 
iiuinor writing, hnt it has its Hmits 
beyond wliirii listener cannot identify. 

Do remember tbat tlie product me^- 
^age must be woven skillfully into 
tbe script but never dominated by 
its conietly. This take^ a real pro. 



Do appeal to the emotion* of the 
listener through the u-e of high level 
biimor. Audiences are more sophisti- 
cated cornv gags will insult them. 



Don't try to he m) funny that the 
result is labored or tiiat you wind up 
so in\olved in comedy that you forget 
to get across your main sales theme. 

Don't entru'-t comedy writing to an 
amateur. Too many think all you 
need' is a funny name, (Harry 
and Bert are ordinary names.) 



Don't keep repeating the same 
commercial no matter how funny it 
is. Get some new follow-ups. The 
most hilarious story can get boring. 

,i| II - ' l|(,«'<ir|;i;'i, I 



jingle soon in hordes, \othing slicks 
in the mind so cfTectiveh as a hatch 
of catch) words |)Ut lo catch\ music." 

Actually the jingle has never gone 
out of favor. It has gained in popu- 
larit) and prestige. "There will always 
he a place for ever\ l\pe of commer- 
cial including the "talking type,' bul 
to my way of thinking the 'special' 
|)liice will he for the musical commer- 
cial.'" sa\s Raymond Scott, coinjioser- 
conduclor (formerly with Hit Parade. 
hut now turning out radio and Iv com- 
mercials at his Jingle \^'orkshop in 
\ew York) . 

Sascha linrland, McCaiin -Eriekson 
songwriter, feels that "Music, in gen- 
eral, is more iiiemorahlc than humor. " 
Hnl he also points out that each ad- 
\crliser iiiusl decide how lo talk to 



\ear ever with sales about 35' r ahead 
of last year. A good part of this gain 
is attributable to heav% use of radio 
with humorous commercials |jroduced 
by Geyer Advertising Agency. But 
they have not relied on only a hand- 
ful of these commercials. To avoid 
monotony as well as to cut across as 
man\ individual senses of humor as 
possible. the\ are using about 20 dif- 
ferent aniiouiiceinciits divided into 
three series: one starring the light- 
hearted tales of Arnold Stang: an- 
other the wit of Eddie Lawrence: and 
a third grou|j known as ■■^ ou Can t 
Do That ! . . . W ell. in a Uamhler 1 
Can.'" 3ione of these commercials is 
amusing just for the ?ake of l)eing 
funny — each jiacks the sales message 
of big car comfort and room aloiia 



with small foreign car econotiiy. 

Selling cannot afford to lake a hack 
seat to humor. But if humor fits the 
|jroducl. if the humor is profession- 
all) handled (doesn't huil an\onc — in- 
cluding the sponsor I. and if at least 
tbe main telling point of the product 
is subtly worked into il, then it can 
be a formidable .salesman appealing 
to eiiiotioiis just as much as does a 
good musical coiniuercial. 

Don Calhoun. MeCaun - Erickson's 
creative director (who see^ no trend 
a\va\ from the humorous commer- 
cial!, recalls a regional West Coast tv 
campaign a few )ears back for a bug- 
killer called Bug-Etta. With nothing 
more to work with than eight-second 
I.l). s. the\ turned to humor. A sad- 
e)ed snail appeared, ^ot sprayed by 
the product, and dolefull\ remarked 
"L s bugs hate Bug-Etta."" Here, in fi\e 
ticks, viewers, got a tragi-coinic char- 
acter, a product demonstration and a 
catch) punch-line that was both hu- 
uiorous aud memorable. So memor- 
able, in fact, that practically everv 
high school student in \orthern Cal- 
ifornia was going about repeating, 
"Us bugs hate Bug-Etta."' A jingle 
couldn t have accoinplished more. 

Even though Xucoa's sky junket 
was a promotion rather than an ad 
campaign. Dave Bascom, board chair- 
man and creative chief of Guild. Bas- 
cotn li- Bonfigli. uses tbe same con- 
cepts in out-and-out advertising cam- 
paigns. 

■■\ou can sell an\ thing on t% from 
the Brookhn Bridge to the Hollywood 
Ereeway — once." he's told sponsor. 
"But to sell it thousands of times vou 
need an off-beat and up-beat commer- 
cial. Tbe off-beat, frequenth laden 
with humor, is what keeps him awake 
when he's watching tv and he figures 
— on the basis of exhaustive consutn- 
er research studies — and it's pretty 
bard to sell a gu) who's sncjring." 

Humor crashes through the psycho- 
logical barrier erected b) the viewer 
or listener. In Bascom's book, there 
"isn t a self-res|Jecling member of the 
aud ience who wouldnt rather plav 
poker or bongo drums than sit still 
for the commercial. 

A few important do's and don't on 
coined) comercials appear in the box 
on this page. Following them will not 
guarantee against misfire. Humor is 
too volatile a thing to guarantee. It's 
like TNT— Handle NN'ith Care! ^ 



SI'OXSOK 



ll A I CI -ST I95'i 





ACA gets same treatment parka.Li- piMxl-. (IrraliM.- li-am: Franci- l!arli«n Jr.. \.\>. aiul srnrral inaii- 

apri radiii-U : llioiiia- II. I.anc, »cni(ir \ .p.-inaiiaiii-mful arronnl »tiiieTM-i«r: Max •.cripl rdilur; Mi Imla- K. 

Kt'i'-rK. ~ciiior \ .p.-ra(lio-l\ dirrclor: Frnc-I Ihirliiian, prupram -iipi-n i«'«r ami \nllii«n> 1 )'-I'ifrrii. n .p.-in>-<li:i liin-rinr 



HOW THE GAS INDUSTRY 



MARKETS A NEW IDENTITY 



AiiKM-it'aii Gas Association 
spends S2.2S million 
on network television to 
prove gas is modern. 
Her<'''> lio>v a group can 
move fast, avoid hickt'ring 



"I • . f 

■ >ii I a(l\prli>mu lor ii^xiruilKni 
jii^l a lot of iii>liliilioiuil uu>li? 

■ Aiui. lio\. wIkiI ;i political lia>-le 
wlit'ii \ oil haw to izel Iniiidrcd- of 
inemher* to ajiicf on (]eti>ioiis. 

Brothfr admen lia\t> tried out re- 
inarks like tlie ;il>o\e on I.ennen \ 
\e\^el^^ Tow Lane, senior \.|). and 
nianapenienl a( eoiint -upci \ i-or for the 
\ineriean Ga~ \---ociatioii. (>id\ to pel 
a ^ur|1ri^in!^ an>\Ner: In VC, \'- ca-e 
there are certaitd) no a»-ociation Idiie-. 
Vnd \C \ lias -tdd a> solidh a< if it 
had a package product to market. 

Of course an a->oeiatioii \\ilh 102 of 
it- nieinher-- a> neI\Nork t\ ad\erti-ev- 
create- pr(d>lem> nnkno\Mi in ordiiiar\ 
clienl-agenev dealings. 

The as-oeiatioii must first of all: 



• (iet it> group of indi\idnaK to 
-upporl -uch a project. 

• Decide \\lio \\ill make the final 
(leci-iuns. 

• (Charge the jiarticipalinL' meml'cr- 
fairh for their share of co-l-. 

Hie agencv face- the proMein- of: 

• Picking a -ho\s that uill meet with 
group approx al. 

• (belting a fa-l oka\ ulien a "hot" 
program -pot open- up. 

• Finding general agreement on 
which |dia-e of the ad campaign merit- 
major einpha-i-. 

\\ hen \(» \ nio\ cd ii\er to Lemien ^ 
Newell \ear> a;:o. the a--ocialioii 

\Na- -pending clo>e to .'^1 million for 
ad\erti-ing. The entire amount went 
to print media, covering not onl\ re-i- 
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AGA and Lennen & Newell combine to turn 
162 individualists into a successful network tv 
advertiser by organization and pre-planning 



(Ifiili.i but also iiidusliial and coni- 
iiicrc 1 of j;a-^. \t the ^aino time 
llh a> iiulustrx was faced with the 
k .vledjTP that llio electric industry 
li.: I doiihled its national adxeitising on 
jjpliances dircrth coiii|j('liti\ e willi 
,as and wa'^ spending oxer 50'^ of 
il> aih ertising dollars in l\ . AGA 
kiiexv it needed to step up il> ad\ er- 
lisitig eanipaign. 

Main target of the new and higger 
campaign \\a* the pnhlie's notion that 



a- \\a^ old-fashioned. AGA picked 



the medium to 
jaslight cf)ncepl 



netw ork lele\ ision a 
hring ga^ out of tliir 
because: 

1 I 1\ . a> the most modern medium, 
was a natural to show the modernit\ 
of gas. 

2 1 Demonstration factor. 

3 I Lo\\e?t cost-per-lOOO. 

4 I B} doing conunercials nationalh 
AGA couhl get an outstandingly belter 
product than indi\ idual local utilities 
could afford b\ ihemseh e~. 

o I Association members would get 
Glas>. "A ' time. Mhich uas not ab\a\s 
a\ ailable hjcalK. 

\ctuall\ the idea of national air 
media use was not a product of new 
thinking on the part of the association. 
I'ast efforts to create such a program 
dale back 14 \ears, e^en before the 
ad\ enl of telex ision. However none 
of llie earlier attempt> e\ er got off the 
ground. 

AG \ !- fn>t successful fl; er in air 
media took off on 10 Januar\ of this 
\ear when the association started spon- 
sorship of an alternate week half-hour 
portion on CBS 'I \ "s Playhouse 90. 
This wa?- possible because. "We had 
reached a coincidental peak of Indus- 
tr\ inlere-t. abilit\ and need.'' explains 
1 rank Trembb . chairman of the a-so- 
liation^ t\ committee fand also direc- 
lir of sales for the Philadelphia Gas 
norksi. 

How the a.-sociation and agene\ 
combined to make a network Iv show 
a rcalit) i? an excellent roadmap for 
organization effort in an\ indur-trx . 

From llie associalion'> >ide llie first 
problem of how to gel the indu?lr\ 
behind the pjojecl wa~ mainl\ one of 
organization and the framework \\a.- 
worked out in the follow ins manner: 



■AG 



a\ ne. x ice presi- 
Xatural Gas Co.. 



• .VGA's president appointed a 2.")- 
nian group to act as the t\ committee. 
The?e 25 men A\ith TrendjK at the 
head were made responsible for col- 
lecting the inone\ and making the 
decisions, 'l lie coinmillee xvas made 
directh responsible to VGA's General 
Promotion and IManning committee 
headed b\ Christ) " 
dent of the People 
Pittsburgh. 

• Members of the t\ committee 
were picked geographicalb in order to 
get a nationwide eross-scction. 

• l lie tx committee x\ as then dix ided 
into tx\o ^ubconmlittees (a) the pro- 
gram selection coiiiiriittee lieaded b\ 
W'ister Ligon. presidenl of the ?Sash- 
ville Gas Co. and ( b I the commercial 
subcommittee headed by Thomas 
Kx ans, v.p. in charge of sale- for the 
Equitable Ga- Co.. Pittsburgh. 

• Then the eounlr\ w as dix ided into 
25 areas with each \.\ committeeman 
assigned to his home district for solici- 
tation of funds. 

The l\ committee first got together 
and figured the best thex could do in 
lerm> of mone\ would be around S2.5 



million for the initial program. Target 
date for the program's start wa- set 
for 1 Januar} 1957. 

Next slej) was to go out and collect 
the nione\. Since the t\- committee 
knew it had to ha\ e the mone; before 
it could make a definite commitment 
ff)r a particular show, it went out and 
sold ulilit) members on network tele- 
vision alone ?nd not on a particular 
program or type of programing. Local 
gas companies were a>ked to spend 
an\ where from SLOOO to 890,000. de- 
jicndiiig on size. \nd the\ were to put 
up this inone\ on faith l and need I 
alone. 

This was the method of assessment 
for the first nine-month sponsorship: 
Firms wishing to subscribe to the pro- 
gram paid an estimated co-t ba-ed on 
network Class "A" time costs in each 
broadcast city. Approximately 100 sta- 
tions were picked and the total Class 
" .\ time cost was the base used. TTie 
percent that the time cost in each city 
bore to the total represented that citx 's 
share of the total cost of the program 
(including time, show, commercials!. 
After the city s share was determined, 
the indiv idual ?hare for each firm in 
the cit\ wa> figured on the basis of the 
firm s share of the market. 

After just txvo months of solicitation 
three-fourths of the required amount 
was subscribed by the utilities. The 



For White Christmas promotion AGA snared Bin? Crosby who never before 
has flone a commercial for anyone other than his own sponsor and company. With Crosby 
are Norval 1). Jennings. \G.\ adv. mgr. and Frank H. Trembly, head of AGA committee. 





t\ I'niillllillrc lllrii Woikcd r\t-ll IkikIcI 
oil lilt' fillill In liUM- n >lill-IH'C(lc(l 

§()()( ),()()(). 1 lie foiiimillrc aKil liiriicil 
lo 'iK '"-iifclv f;ifl()i."" '\h\- wii- llic 
miiiiiif;icliir('r- l>i|>t' lint' 

compiiiiii'^ wlio, Willi llic iilililio, iiuikc 
up llic M \f;ir old ii»i>ci;ilioii. 

riic'-f Iwo oilier hiaiiclu's of llic j;a'- 
iii(lii--lr\ ciiiuc llii()iij:li. willi ID'r of 
llic lolal co>l siil)>ciil)C(l l>\ llic pipe 
line coiiipaiiic-^ and aiiollicr 7' i from 
llic niaiiiifcicliircrs. In all :*2.2.) mil- 
lion \\a> raided eiioiijili for llic pros- 
peeli\ c alleriiale lialfdioiir of >oinc iicl- 
woik -liow. 

In llic iiicaiiliiiie l.enncn \ \eucll 
\\a> prcpariiij; il> jirouiidwoi k : 

a I I'laniiiiij: llic caiiipaijiii slralcjiy. 

1)1 Kdncaliiij; llic \(» \ l\ coiniuillee 
on llic iii\>lcric> of nclwork l\ . 

el Scarcliiiij; for >li()\s llial uoiild 
eoniliinc llic fcalino of a liigli t|iialil\ 
\ chicle and a low co>l-pcr-101H) (a-; 
one l\ eoniiiiillec iiieiiihcr pul il. "W'lial 
we wnni is an Oiiinibiis willi raliiij:^. ") 

l\e\ lo llic o\crall ad\ criisiii}: eoii- 
ecpl i.-: found in A(».\"s choice of ils 
new a}zeiic\ Iwo xcars ago. Leiiiieii 
Newell i< siriclh a consumer and pack- 
age goods shop. So, AC \ was ap- 
proached as a package goods prohleni. 
\ccouiil planning wciil ihrougli all of 
llic slep> of the L&\ s\slcni as if ihe 
a^^ocialioll were a loolhpnsle or soap. 

\N hilc llie iiiilial re-^carch and plan- 




ASSOCIATIONS SWING FROM 
INSTITUTIONAL TO REAL SELL 

A.MKKICAN DMin ASSOCIATIO.N 

iNcw .-lriilcg\ tlii-i \ear: K.idio, iiisl il ill ional h\-pa>-cd for ^pi*- 
cific dairv proiinilioiial c\ciil- ii-iiig MU! on an iii-niitl-oiil plan. 
'W, dropped })!sni-\liin(l ( \\\C. W ) for adiill-.-laiilcd I'rrry (.(itim 
tNHC'lA'i. r.ndgcl: .*2,()ll \gcnc\ : Cnniphcll-Milliiiin. 

TAN A.MKHICAN (Ori KK lU'HKAL 

Cui reiilh pionioling ice coflcc and '"colTec hrcak" \ ia iielwork 
radio in a 1 ()().( )()() Iwo-iiionlli >-iiiniiu'r campaign on CHS ami 
\BC. l.-> an iii-iiiid-oiil air media ii>er for special promol ion-, 
lias ii-cd Iielwork l\ and .-pol. \geiic\ : Koherl W . Orr di\.. KSK. 



FLORIDA CITKLS (]( ),M.MISSI()> 



lias recenll) swilohed l\ campaign from lioa\"\ «pol ns(? of 10 
-ccoiid aiinoiinceiiicnis lo daytime nclwork programs. Purpose: 
addilional lime for longer selling pilch. Tv lo g 
t.i.i'i I of .^1 inillion hudgel. '\gciic\ : liciiloii Bowle> 



)igge«l siiare 



TEA COTNCIL 

0\er-all ad huduet increased WO' 'i lliis \e;ir lo reach Sl.H mil- 
lion. Air media's .share is 76' f. Curreiilly is using only spol 
radio in 29 inarkels during ihe .-uininer, hul will go hack lo 

Chicago. 



heavy spol Iv in ihc fall. Agenc\ is Leo Hurnell, 



Live action cominerciaU feauire Jiih'a 
Meade (Icinnii-iraliiip modfriiity of gas 
ill a haii(l>(>niflv -uled lioiiie selling. 



"oiiiiT on. \ick l\ee>le\. ihe 




ageiic\ s radio-l\ head, wa- holding n 
scrie> of iiieelings with the AC \ l\ 
conimillee. This lele\ i^ion >eiiiinar 
included a presenlalioii consi>ling of 
Iwo large \ olumcs. a coiiiplele hreak- 
down on ihc medium. 

Both leaiii-. ageiK-v and ad\erli>er. 
had now fini>lied llic preparalor\ work. 
The ageiic\ had coiiiplcled inilial re- 
^earch. planning ;ind educalion. Tlie 
clieiil hatl orgaiii/cfl and rai-ed ihe 
fuiuls. The ne\l >lcp wa- -eleclion 
of a show . 

Il was Nick K.ee-lc\ who hil <>n 
Playhouse 90. \l Hie lime CBS T\ 
weekh 90-iiiiiiule drama -erics wa- new 
and allhough il had received w idc- 
>preiid alleiilioii from holli pre?- and 
\iewers. llie hig queslion was could il 
su-lain llic pace, Kee-le\ fell il could 
and lhal Playhouse 90 would meel ihe 
Iv commillee's Iwo major -pecifica- 
lions. [irc-lige and low cosl-per-llK^C, 



Toin Lane agreed, l lic ne\l prohleni 
wa- lo gel a (piirk deci-ion. 

Lane imniedialeh pul in long di-. 
lance calL lo ihe '2■^ meinhei - of \("f \ - 
l\ coiiiniillec a-kiiig ihem lo meel in 
New ^ ork on ihe hdlowiiig morning. 
In llie morning iiieiiiher- were al llic 
L\N olTice. ha\ ing flown in fntni all 
parls of ihe counlr\. I'lo- and con- 
of llie show were di-cu— ed. hallol- 
laken and llie deri-ion wa^ made ju-l 
hcfore lunch lime. The agencv iheii 
called llie iielwork jii-l al noon ami 
gol ihe order in. In llie iiirk of lime, 
ihe agenc\ learned laler. for ju-l aflei 
lunch an oltl-liand l\ ad\erli-er had 
called for llie -ame lime period. Lane 
rccounl- ihe al>o\e lo -how how a ^o- 
callcd ■'cunihersome' a-sfxialion can 
mo\ c fa-l and willioul lic-ilalion. 

Final >lep in gelling -el for ihe !<• 
Januar\ air dale wa- ihe preparallon 
of ihe commercial-. Tlie agenc\ - re- 
-earch had alreadv found con-umer al- 





his is a democratic operation with even the 
allocation of tv commercials decided by a ballot 



titiide uiuiwaif of iiiodeiii gas ap- 
pliance .ii])ro\i'iiient^. In the case of 
the iiKiilcrn gas range, for example, the 
IiilK iitoniatic features of the new 
mod were \irtiialK unknown to 
pM/ eclive consumers. Tests of 
I'll ious gas ad\erti-iing had shown 
II il while th(.' claim of modernit) had 
oen made, nothing was done to ])r()\e 
ihat claim, l.ixe-aetion film commer- 
cials were picked to demonstrate the 
modern features of gas. Then Julia 
Meade was chosen 1)\ the agenc\, and 
unanimoush approxed h) the commit- 
tee, to he the demonstrator. 

jMlocation of commercials was marie 
h\ halloting the entire gas indiistr). 
Each compau) was asked the weight 
attached to the \arious appliances. On 
the mandate of the industV) L&\ ga\ e 
major dominance to ranges (50'? ). 
iNext in im])ortance were water heaters. 
dr\ers and refrigerators. Third on 
the list were overall coniniereials, dem- 
onstrating all seven uses of gas I ranges, 
water heaters, dr\crs, incinerators, 
house heating, air conditioners and 
refrigerators I . 

In all 23 commercials were filmed 
(1)\ AlPO). Of these. 21 were ap- 
])liance commercials and two institu- 
tional. Cost of commercials for the 
first season's s])()nsorship was $225.- 
OOO. one-tenth of the total tv hndget. 

Since man) AGA utilities memhers 
ha\e their own local tv shows as well 
as their share in the national program, 
the 23 national commercials have been 
made available to subscribin<> utilities. 



In addition regi()nall\ suitable com- 
mercials ha\c be(Mi made for local 
utilities with specialized ])rol)lcms 
I such as climate 1 . These can he cut-in 
in place of the network commercial. In 
one case, the .\linnea])olis Gas (]o.. 
some local cut-ins are substituted. L&\ 
feels the flexibilit) of the conmiercial- 
plan is one of the factors that helped 
sell the utilities on network tv. 

All merchandising of the show is 
done on the local le\el 1)\ the utilities 
under the direction of W ik W'ikstrom, 
flirector of jjromotion and ad\eitising 
for y\GA. Tied around both the show 
and Julia .Meade, the extensive plan 
include>: bill stuffcrs. weekl) puhlicitv 
kits on the current Playhouse 90 ])re- 
sentation and stars, brochures to em- 
])lo\ees of the utilities, ad mats, ban- 
ners for utilities and dealer show rooms 
I the latter given out b) the utilities), 
postage meters on bills, and dividend. 
stufTers. Playhouse 90 is also men- 
tioned in all national magazine ads. 
Ihe tv committee's chairman, Frank 
Trembly, says he feels the program is 
the most highly promoted show on the 
air at the local le\el. 

Success of AGA's first network ven- 
ture can be measured best by the par- 
ticipating advertisers' acceptance of 
the show. Wlien renewal time came 
around this summer the tv committee 
])ut it up to the subscribers, pointing 
out that the new budget would reach 
.s2.'J million for 52-week sponsorship, 
compared with the $2.25 million for 
AGA's first nine months on tele\ ision. 



ACA promotes Playhouse 90 heavily at loral level. >. F. A^'ik-tiom, \C, \ direcuir of 
I)roiii(iti()ii-a(lverti>ing; Nicholas E. Keescly, L&\ senior v.p.-radio-tv (iiiectoi ; Frank H. 
Tiemhly, \GA iv coiDmittce chairman and Richard Eyman, L&\ acct. exec, check material 





The subscribers were also given the 
choice of several other high-rated pro- 
grams. The resjjonse was 97% in 
fav(jr of renewing Playhouse 90. 

The t\ committee sa\s it measures 
results of the show b\ ratings and etdio 
back. '1 hese ratings show that the 
AGA message is reaching from 11 to 
13 million homes a week and, because 
of the large audience turnover due to 
the u-e of different t) ])es of ])lay& each 
week. 19-21 million difTerent home> 
each month. 

Another factor, while not directb 
traceable to the show, is also noted b\ 
t\ chairman. Frank Trend)ly. Since 
the start of Playhouse 90 sponsorship 
more investors have been attracted to 
gas utilities and there is. "Recogniti(jn 
on the ])art of the financial eonnnunity 
that gas is going ahead." 

The one deviation from AGA's we- 
like-it-iet's-have-more-of-t he-same pat- 
tern in the upcoming reason will be the 
innovation of a sjiecial "W bite Christ- 
mas " sales promotion centered around 
Bing Crosb) . Aside from film com- 
mercials featuring Crosb\-. the Holi- 
da\ cam])aign will get an all-out pro- 
motional backing. Crosby and the 
"\\ bite Christmas" theme will be fea- 
tured in all other media (national 
print, billboards, car cards, displa)s. 
etc.). The singing star will also make 
records for dealer giveaways, be seen 
in a ?])ecial two-minute film pitch for 
dealers, and on dealer brochures. 

Justifiably proud of snaring Crosb) 
for the holida\ promotion. Wikstrom 
feels AGA can thank Playhouse 90. 
"It .w ouldn't have been possible to in- 
terest him, without network television." 

The factors that made this network 
television possible: 

• The w ork of the various AG \ 
committeemen who. for two and a half 
\ ears, ha\ e taken time olT from their 
regular jobs to solicit and to plan. 
I The) met on the average of at least 
once a month I 

• An agenc) that approached the 
association as a competitive advertiser 
with a product to sell. 

• The need of an industr\' as dem- 
onstrated b\ the fact that many com- 
bined gas and electric utilit) companies 
back the jirogram (although it indi- 
recth is com])eting with electric ap- 
pliances I . Tlie philosoph) here follows 
that of the big soap com])anies — bring 
out com])etitive ])ioducts and promote 
them all. ^ 



SI'O.NSOI{ 
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SPOT TV RUNNING life AHEAD OF 1956 



TvlJ (ijiiircs lor (Irsi six iiioiiliis ol Near 
show «;ro>vlli wliicli is ''\sIo\v'"' Tor l\ hiil 
far ahead of ail media <'\('<'|)l s|)ol radio 



^3i lc>\\ iiiid i>ii llii- fi.lli.«iii^ |>;i^' ill' li^'iiio fill *|>(.l 

U'^ -.-(..lid Ii.l.d litn— -|)ul l\ -|..iidiiij.' i- ••-li- 
iiiiilrd ;il ^1 i;;.;;Tt).l)()(l {..i ih.- VIU -l.iliun- r<-|M.iliiij.' lo \.( 
l!i.iid)iiii^li I Imii wliicli < ill.- hH (i^mr-i. Il.i>i-d 

oil K lti.ll-. fiulll ;l ;^l.ill|i of 27') ^l.ilioii- wlio \%<-ir ill( lildrd 
ill ImiIIi iIk- iiikI iIk- I')"»T ii-|)<.rl-. -p.-ndiii- i- Id', 

:ilic.id of ill llir -<•(•. .lid (|iiiiil. I. Tlh- lii-l (|iMrl<-i 

I !.•)'( iilicad. \\< i.i;:f iiK r«M«.- Im.iIi (|ii;iiI.t-: KlT.',. 

1 I'ol illi;il\>i- nf !•( I !)!( -. «ri- "I- I\ -'tfl ' |>.l^'<- 2''.) 
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Spending cttimJIc 
2nd quartet °S6 


Spcndinf! cslimalc 
3id qujitcr °S6 


Spending; c^limalc 
4lh quartet '56 


Spcndinf; c^lim^ilc 
l\i quiSftcf '57 


Spending; cilimalc 


Viiriciillii If 


.<!27.!in() 


<27K. 100 


<! 10.000 


illO. 100 


$342,000 


Ix'ci ^ w iiic 


S<^. i(i<>. )()() 


^!!.K.:!. )O0 


«8. 112.000 


<H.')1 1.000 


SI 0,086,000 


\imi-cMu>iil-.. iMiUTlaiiiiiiciil 




« 17 1.000 


^■Vd.'HMI 


^1 19. MMI 


$339,000 


\nl()ni()li\ 0 


.5:!..ir)r).(i(i() 


.«1.827.0OO 


$1.2 19.000 


'■2.29 ',, KM) 


$1 ,926,000 


Iniildiim iiinlt'rial. Iixlnit-;. |)aml> 


> 1, 1 ( i.OdO 


> J 'M.OOO 




( I'.i) 'Hilt 


^1 207 000 


Llol 111112 \ acc-e^>(iru'> 


> J. 2i 1.(100 


>l.rtrii.ooo 








{.oiifcdioiis & sofi drinks 




> 1 .1 )_U.VJWll 


^ft <JM (~t(1(1 


C7 I. 100 


$7,553,000 


l.OIl.'^lIIIIt'I' -"OI'N ICO^ 




C'> i(> 1 0(1(1 


s i <)7X 000 


.? 177.000 


$3,328,000 


{.(i-lilcllcs ^ lollcll It's 


1 1.000 


>8.9.iO.(H)() 


>»..!() 1 .'too 


> Hl.'»i»l I. Ill M 1 


C 1 7 f^AA. 000 


Denial pr<>(liicl> 




' 7 0()o 


< 1 761 000 


$l..'j.i6.00() 


$1,806,000 


Driiji piodiic'ls 




Q*^ y^i'-x (1(1(1 


*') "i iT (Kill 


' 12.9H1. MM) 


$8 047,000 


hood & m()cor\ products 


C'>0 "JOl 


^91 77"; (1(1(1 


$28,998,000 


$.i2.860.0(MI 


$32,036,000 


{»ardoii >iipplics \ i'(juipiiiciil 


.? 1 87.000 


Si 8.000 


S'll.fKK) 


*19(I.'M)0 


$285,000 


(Fasoliiie liil>riraiil.» 


? i.2or).,)oo 


S.i.<;o8.ooo 


* 1.79 !.000 


$'). 122.0(H) 


$6,413,000 


ll(>I(*|s rc^orl^ reslniiranls 




.?7.i.000 


$70. :)()() 


$87.0(M) 


$87,000 


llt'UMIM'HI Lit dill i>. l)()II>llt*'. \iu\l> 


$2..?0 1.000 


?>92.000 


$2..'?91.0O0 


*2.K(t8.'MK1 


$3,051,000 


lloii^diolM .innlin n(*o< 


I.50.000 


?1. 116.000 


52.3.1 1.000 


.« 1.172.000 


$1,881,000 


1 loiisi'liold fiiriii.-liiiii:^ 




?t!<)8 0(10 


$1.182.(X)0 


$l..i80. MIO 


$1,162,000 


IloiiM'lioKI laiiiidr\ producl- 


.?.'>.2 12.000 


>^.}.2ftl.000 


j.i.0 1.3.000 


s !.7 !2.tMHi 


>3,o0o, JOO 


lloiiseliold paper prodiicls 


?1..>02.000 


^i.oir,.ooo 


$1.70:!.00() 


sl.618.0(K) 


$1,858,000 


Household ireiieral 


.?i.o«J2.;)()o 


Sill. 000 


sl97.(X10 


$.yj2.ooo 


$839,000 


\olions 


.?98.0()0 


$162,000 


$1 16.000 


« iO.OiXI 


$97,000 


I'el prodiicl* 


?1. 171.000 


,?8 19.000 


$l..')19.;ioo 


$l.fi79.0tM) 


$1,300,000 


I'lihlicalioii? 


.?iai.ooo 


$181,000 


«i;5.S.0<H) 


vV,3.'Hlo 


$149,000 


Sporliiip goods. l)ic\cles. Io\s 


?102.J(iO 


$79.tXX) 


$1.161.0(X) 


$1 l i. MMI 


$1 13,000 


>lalioner). office ecjuipiiieni 


s.i 1.01X1 


$2.'? .000 


$89. t<K1 


.«131. MM) 


$178,000 


1 T\. ra(iio. phono.. iiui<ical iiisl s 


$■).') 1.000 


$.? 18.000 


$a'?2.,MK) 


.<I23. MM) 


$328,000 


Tohacco prodiids & supplies 


?7..?7 1.000 


S7.82.'?.0(Hl 


«3.11.i.000 


$ 1 ()..■? 5 1.IXM) 


$8,694,000 


Traiisporlalion & Ira\el 


.«898.0(X) 


.?.} 12.900 


$761,000 


$881.0<XI 


$806,000 


\\ alclie>. jc\velr\ . cameras 


.51.982.000 


$l.r)'?7.000 


$1.61.i.0(X1 


$1.219.'MH) 


$1,510,000 


Miscellaneous 


$1.H 1.01X1 


S88 1.000 


$1,218. M.O 


$l.Rr>.(XX) 


$1,776,000 


TOTAL 


SlO.i. 58 1.0011 


$ai.8r.3.ooo 


$107,812,000 


$116,931. HMI 


$1 18,870,000 



Top lOO spot tv advertisers for the second quarter of 1957 



RANK 


ADVERTISER 


1 J 1 V^UAK 1 LK 
1957 


U V^U AK 1 t K 
1957 


, RANK 


ADVERTISER 


15T QUARTER 
1957 


2ND QUARTER 
1957 


1 

1 . 


rot'tt'r ov (/aiiil)le 


C'-? ~9rv **o/ 1 


^0,J 1 o,7UU 


- 1 

nl. 


Socon\ Molnl Oil 


C; '-^AO i^in 
•5 oljy.lUU 


c A Ann 
^ 432,400 




IJrowii iv \\ illiaiusoii 


.l.Uo.T.UDU 


^ ^oo ?nn 


-0 
.iz. 


!• ront ier Foods 


Q QO nnn 


A "in cnn 
430, 5UU 




Coiitiiifiital Baking 


9 R99 r\(\(\ 
z.ozz.uuu 


o i^oc onn 


0.1. 


Ballantine 


ICO onn 


ii 0 c nnn 
425, UUU 


1 

i . 


v/Ciiorai r oods 


1 (199 Ann 


*> /1 1 o /I nn 


.5 1-. 


Proctor ['electric 




400 onn 
•422, zUU 




Stprliii<i Drug 


9 o 19 onn 


*> 1 07 9nn 


.1."). 


1 nited \ intners 




A')n onn 
42U,7UU 




I^e\'cr Bros. 


1 '-11 Q ^nn 


o m 1 onn 


^A 
00. 


Marathon Corp. 


1 o — 1 nn 
4o i , lUU 


At A. "inn 
4 1 6,ZUU 




National Biscuit 


1 ^A^ onn 


1 o^o nnn 
1 ,ooV,OUO 




1)1 l^tol-.\l \ ei s 


QQ7 7nn 


Ano Ann 


< > 
(). 


Colgate- Pa liiioli\ c 


1 /'.OO onn 


1 fff onn 
1 ,// /,oOO 




Burgermeister 


o"-! onn 


Ant. Qnn 

4U6,oUU 


0 

J. 


Carter Products 


9 117 1 (\C\ 


1 i^70 onn 
1 ,o/ 7,zUU 




M I \i Pri 

iM. J. n. K^O. 


'in^ Ann 

OO 1 .ouu 


^no onn 




Miles l^ahoratories 


1 ^ 7n( \ 

1 ..9.iO. / UU 


1 ceo 7nn 
1 ,33V,/0U 


An 


L . S. Borax 


■^91 inn 

oZi.4UU 


Ann "inn 

f+UUjZUU 


1 1 

1 1, 


i\oDeit riail 


vlu, <)()() 


1 ,473,300 


() 1 . 


1 nterstateBakeries 




OQC nnn 
395, UUU 




International Latex 


1 .4(t(). 1 U() 


T o f^nn 
1 ,383,900 


()Z. 


^cnlitz 




OQi nnn 
394, UUU 




1 nni|) \ 1 oi 1 1> 


1 nOQ nr\n 
1 .vv.i.UUU 


1 cnn 

1 ,372,500 


AQ 


P.'ol P>.,^ 

1 lei Dro;>. 


909 Onn 
zyz.yuu 


OQO onn 
joo,2UU 


1 1 
1 I'. 


1 . L,Ol lIUll (1 


1 nl 9 '-JnM 
1 .(Jlz.oUO 


1 Oil ^ /\ A 

1 ,31 1 ,200 


A 1 
01. 


/-> 1 • 
l>arling 




^QO nnn 
382, UUU 




American Cliicle 




1 '^rto onn 
1 ,292,800 


00. 


Quaker Oats 


Qop nnn 
ozo.yuu 


"iT ji Jinn 
3/6,600 


H), 


Kellogg 


1 . 1(1.0. t)l)() 


1 1 f\A £ nn 
1 ,1 04,600 


()(). 


Dr. Pe|j|jer 




07/1 7nn 
3/ 4,/ UU 




Liggett iv \l\ers 


1 QO" inn 
1 ..)V 1 .41MI 


1 n/i /I 1 nn 
1 ,044, 1 00 


A 7 


\N ilson 




Oii7 7nn 
36/ ,/ UU 




Bulo\ a 


1 nn9 9nn 

l.UUZ.ZIn) 


<Qoo Cnn 
W3 300 


()tj. 


L. 0. uUDner 




"itA inn 

o64,/ UU 


1 0 


Coca-Cola 


1 1 f^s; 3nn 


007 7nn 


uy. 


^liliier Products 


9AA pnn 


OiLO cnn 

J6.Z,3UU 


on 

Zl 1. 


Corn Products Hefining 


1 Onn 


07 o >i nn 
078,400 


'"n 


American Bakeries 


•ior. 'inn 
oou.oUU 


0 CO 7nn 
357,/ UU 


91 
Zi. 


Fo(jd Manufacturers 


/'.OA Tnn 
()y(), i Ut) 


o c c onn 
800 


71 

/ 1 . 


Hamni. Brewing 




0 CO Ann 

j57,4UU 


99 


American Home Products 


7 1 o inn 


Q c n nnn 
330,00'J 


70 
/ z. 


Phillips Petroleum 




ocQ ^nn 

J3o, JUU 




\ oil ; 
Nem 




Q'3£. 7nn 
836,/ OU 


7"^ 


riiii s Dro>. K^ouee 


Q 1 n ~nn 

o lU, 1 UU 


oc/i A.nn 

354, 6UU 


9 1 
Z4. 


1 exas KAt. 


1 nn 


Q 1 Q inn 
8 18,1 OU 


t 4. 


Heinz - - 


in*? 1 nn 

4U0.1UU 


oco cno 


•IX 

zo. 


\nheuser-Buscli 


19^ 9nA 

4zo.zU() 


Q 1 /I z nn 
9 1 4,6UU 


/ 0. 


Florida Citrus 


191 nnn 

4Z1.UUU 


OCT "inn 


9/^ 
Z(). 


l^narle^ yXntell 


zoo 


on o Af\f\ 
803,400 


1 0. 


Scott Paper 




000 t.nn 

J J7,6UU 


Z / . 


^lax Factor 


~n 1 / \n 
t V4. ()()() 


fQf onn 
/V/,8U0 


/ t . 


Oakite Products 




000 onn 

J J7, JUU 


9P 
Z(). 


Fal>tafr Brewing 




'T 7 o 7 n n 
7/8, /OU 


-0 
I 0. 


Uold oeal 




'>'>£. Ann 
336, 4UU 


90 
ZV. 


Nestle 


" o nnn 


77 >i onn 

774,200 


~n 

/V. 


Lnion Pharmaceutical 




ooc Qnn 
335, oUU 


OU. 


c'nell Uil 


r on onn 


7 ^ o nnn 
/ 69,000 


on 
oU. 


Sunshine Biscuit 


OO/', nnn 
.io().yuu 


oo/i onn 
J J4, JUU 


1 

o 1. 


Beecli-\ut Life Sa\'ers 


/tQo 1 nn 
Uiy,iUU 


7/10 £.f\n 
/ **y,6UU 


01 


\\ iini oot 


zoz.uuu 


000 Ann 
J J J, ouu 


■-!9 


1 e|)M t.^ola 


1 1 1 o nnn 
1. 14.-5. v()() 


70Q onn 
728, VUU 


09 
<>z. 


Standarfl Oil of Ind. 


119 onn 
41z.c)UU 


007 cnn 

J2/ ,3UU 




\dell C>lieniical 


/".in inn 
040. 4UU 


7nn ^nn 
/ UU,3UU 


00 
t>) . 


1 idewater As.«ociated Oil 




ooA onn 


1 


Block Drug 


/'.nQ Ann 
uUo.uUU 


£.01 ann 
67 1 ,oUU 


0 1 

o4. 


General ^lotors 




0 1 A 7fin 

J 1 0,/ UU 


OO. 


J. A. Fola^er 


100 onn 


A£.Q onn 
060, 7UU 


O.9. 


National Dairv 


'-JA<' 9nn 

oUo.ZUU 


01 n cnn 

J 1 U,3UU 


OU. 


E>so Standard Oil 


m <\ 1 nn 

y 1 y.iuu 


/CAT onn 
o4/ ,oUU 


OA 
t)(). 


i\. l>. ol A. 


000 Qnn 
oyy.ouu 


on7 Qnn 
.3U/ ,ouu 


O / . 


Robert Curlev 


o ~n 1 nn 

ti /y.400 


XO7 nnn 
o2/,000 


0^ 
t) / . 


Bon Ami 


Qoo 7nn 

Zoo. ( UU 


ooi Qnn 
Z7 1 ,ouu 


o<) 
.)(). 


\\ arner-Lambert 


1 f)oo onn 
l.ooz.oOO 


/CIO A nn 
0 1 2,400 


00 
( >< >. 


Avon 


— 9nn 
1 ()0.zUU 


ooi ^nn 

Z7 1 ,HUU 


.iv. 


Minute ^laid 


/\ dnn 


i^n? onn 
603,800 


Ofl 


Sardeau 


Qon onn 

ooU.oUU 


oon onn 

Z7U, .jUU 


40. 


oe\ eii-L |j 


.9 /4.y0() 


c c ^ nnn 
.733,000 


nn 

yu. 


racitic 1 el. i\ 1 el. 


9An ~nn 

Z()U. 1 UU 


oon 1 nn 

Z7U, 1 UU 


1 1 
1 1. 


Helaine Seager 


Oo(), U)() 


c/in cnn 
540,300 


01 

yi. 


Ka\co 




OQO Qnn 

Z07,OUU 


19 
+Z. 


It. J . ne\ iif)l(ls 


4yl.o()u 


cnn ^nn 
.500, 3UU 


n9 
vz. 


Standard Brands 


QnQ inn 
0U0.4UU 


OQA 7nn 
zoo,/ UU 


\r>. 


Haiolfl h. Kitcnie 


692.600 


A n/\ >i nn 
490,400 


y3. 


l\alston-l u rma 


1 z' 1 onn 
t()4.zUU 


OQ^ ^nn 

2o4,4UU 


44. 


American Tobacco 


L8 17.600 


481,400 


01. 


Helene Curtis 




283,300 


15, 


\X rigley 


400.200 


478,100 


95. 


A & P 




275,800 


10. 


Pab;-t Brewing 


352.300 


475,400 


96. 


Simnions 


525.200 


275,600 


47. 


L nited Fruit 


412.000 


446,700 


97. 


Glamoi ene 


667.100 


274,500 


48. 


l)u Pout 




442,000 


98. 


B\mart- rintair 




273,600 


V). 


Ford Motor 


l.]6<"!.3()0 


441,300 


99. 


Standard Oil of Calif. 




269,100 


50. 


W esson Oil iv 5now Drift 


422 80!) 


432,500 


100. 


Peter Paul 


650.400 


267,300 



Nrjtf Hesir- nl Tdephnnc Conipaiiip,. are listed scnaratelv ami are no loiiRcr coinhined und.T .Nnierican Tel, & Tel. Co, 
Source; TrB quaiterly estimate of spot tv expenditure (Bross) supplied by X C. Rorabauch. 
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PART FOUR 



Hrl>riiits oj Tinir/iiiyirs iti llir I . S. 
in i/.s riitirrl\ in// l>r iliuilil/)lr 
/ater t/iis siiniiniT. ICritf: >l'()\iiOR 
Srriin-s Inc.. 10 A'. Wtli Vc/t 
YorL 17, ^. 1. Ac.i/ insta//meut 
III// ai>i>rar in t/ir 2 f iiiiinst ismc 



TIMEBUYERS 
OF THE U.S. 



cxU'iKsivc lisl of liiiK'hiiN crs yd puhlisluMl links 
buyers willi llicir accouiils (])arliciiliirly rcjiioiial or 
national spot clients), jliNcs a«rene\*s address, |)li()n<' 




9 TIMEBUYERS 
OFTHEU.S. 



T^lie rimt'bu} (MS of tlio I. S. li^tiiij;, \\li()>e fouitli iii>tall- 
inent starts on the next page, is prohahly the most romplete 
such hst \et published. Piinuirily the list is adapted from 
the summer 1957 edition of Time Buyers Register, published 
b} Executives Kadio-T\ Sci\ice of Larchmont. N. ^. 
\(lded to this ba^ic list is information \\hich was reported 
direct!) to sponsor bv agencies. 

Time Buyers Register is published three times a \ear and 
sells for S15 a copy. It has been issued for six \ears and is 
compiled from a nation\\ide surve\ of agencies. 

The Time Buyers Register list was modified b) sponsor 
as follows: Client lists of man\ agencies were shortened both 
to save space and to throw emphasis on national and re- 
gional accounts. Accounts which appeared to be strirth 
local in their operation were most frequenth eliminated. 
An asterisk (* \ after the agencv name indicates that the 
agenc}"s client list has been shortened. A dagger it> indi- 
cates the agenc} reported directh to sponsor. 

The listing is alphabetical by states with cities appearing 
alphabeticalh below the state heading. Agencies are listed 



alphabetirall\ b\ cities and include addri^-^ and plmne. 

Each agency's li>ting iiulndps the agenr\ name, afldr'•^■^ 
and phone number. Then in bold face appear the nan i*^ of 
media execnti\es (if the\ \\ere reported I and tim('bu\ t-r-. 

\cconnts are then listed, followed \>\ the name of the bu\- 
er handling that account. In ca-e* \\here agencies prefer not 
to sjiecif\ \\hich bu\ers are as-igned to which account i be- 
cause of a team operation or rotating a>-igmnent* i bu\frs 
and acc(.)unts arc li-^ted *cparateh. 

sponsor in most instance* ha* eliminated Ii>tin2 <d .iL-t^n- 
cie> which mentioned no accounts. \gencie- so omitted 
which ha\e *inte returned to acti\e use of national or re- 
gional spot i\ or rarlio should ■^o report to ^pon^or at l<) K. 
19th Street. New ^ ork IT. \. ^. sponsor plans to reprint 
the list in a con\enient booklet and will be glad to expand 
it to co\cr additional agencies active on the air. 

The li^t. which -tarted in the Tv Radio P»a*ic* i>*ue. \Nill 
be ccmtinned in ^u^■ceeding i--ue* until (ompletc. \n ad- 
dendum, if recjuired will be publi-bed v\ith the final in- 
?tallment of the listing. ^ 
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-'"rVJEBUYERS OF U. S. . . com 

iIlK 

THOMPSON-KOCH CO. 

r 1 1 II ay, Vfif York 18, A'. Y. Lack- 

i,..a . f.lOO 

Robert W Hall 

fl-f'o!i I. (ant-pnifc, roacli-priifc, Rid-X, 
ni(iii>' life, clCon ready-mix), Natioiinl 
l!r;u Div., Stcrliii;; Drug (Double Dand- 
ciii Mid^ilird oil shampoo, Caiupliod'he- 
11 , Moile, froiii/('d yea;^l, aspirin. Dr. 
J ICS P \\ ) 

/ICTOR van der LINDE CO. 

683 F\ith Ave., \ew York 22, \. Y. Eldo- 
rado a-SlSo 



J. D. Knap, Jr. 

Miiilton I Old Spice) 

THE WEXTON CO.* 

The It pxtdii lildg., 11 East Mth St., Xeiv 
} ork, A . Murray Hill 8-J050 

Larry Schwartz, Edward Greenbcrg, Ted 
Gravenson, Howard Wechsler, George Gil- 
bert, Adrian Price 

AISC Film Syndication. Aircquipt (photo- 
praphic c([uipmcnt), A-aiii do. (photo- 
j^rapliic equipment), GIoj)c Klect. ("o., iind- 
-on Paper & Pulp Co.. Kck-O Kut (record 
player-), Tlic FH Corp ( plioto^rapliic equip- 
ment) 



Victor van der Linde, partner; Charlotte 
Rains, partner; Agnes Kingsley, gen. mgr. 

Dolcin (iorp., Kair (pharmaceuticals), Ked- 
rin Pliarmacals, LO-PRO Corp. ([iliarma- 
ceuticals). Whitehall Pliarniacal Co. (Guard 
cold tablet-) 

VICTOR & RICHARDS 

.563 Fijtli Are., AVu' York 17, A'. Y. Mur- 
ray mil 8-0120 

Victor D. Lindeman, Jr., Janet A. Murphy 

White Iloii-e Co. (mail order mdse.) 

WILLIAM WARREN, JACKSON & 
DELANEY* 

4.5 JT'csl \5rh Sr., Xcw York 36, A'. Y. 
Judson 6 0350 

Harry Solow, Jr., Harry Alleva, S. P. 
Jackson 

Alexander's Department Store, Solow, Jr.; 
Book Find Club, Alleva; U'arren Connolly 
(appliance di-tr.), Solow, Jr.; Davega Stores 
(appliances, sports equipment). Solow, Jr.; 
Federal Life & Casualty Co., Jackson; Flag 
Pet Food Corp., Solow, Jr.; Mason & Ham- 
lin Piano Co., Alleva; Monarch lUiick, Al- 
leva; Helaxicizor Sales Co., Jackson; Ritz 
Thrift Shop (furrier), Alleva; Sachs Quali- 
ty Stores (dept. stores), Solow, Jr.; Sclianc 
Ponliac, Alleva; Sofia Brothers (moving), 
Alleva; Stevens & Thompson Paper Co., 
Solow, Jr.; Tri-State Buiek Dealers, Alleva; 
^ im Stores (appliances), Jackson; Zenith 
Fiadio Corp., N. Y., Solow, Jr. 

WARWICK & LEGLER 

230 I'ark Ave., ^ew York 17, A'. 7. Mur- 
ray Hill 1-5800 

Harry D. Way, media dir.; Joseph Hudack, 
John Hughes 

Ex-La\. Hughes; Jacob Kuppert Brewery 
(Knickerlioeker beer). Hudack; Schick. Inc. 
(electric -liavers), Hudack 

WESLEY ASSOC. 

217 I'urk Ave., A cic York 17. A'. Y. El- 
dorado 5-2680 



WALTER WILEY ADVERTISING* 

29 I'carl St.. A eic York 1. V. liowling 
Green 9-3582 

Dorothy F. Wiley 

Countess Maritza Cosmetic Co.. Indian Walk 
Footwear. Multi-Aid Computer Co. 

EDWIN BIRD WILSON* 

52 Wall St., Sew York 5. A'. 1'. Digby 
4-6780 

Edith McArthur 

Bowery Savings Bank (iN.Y.C), (^age & 
Tollner. Manufacturers National Bank (De- 
troit). Second \ational Bank (New Haven) 

WILSON, HAIGHT & WELCH* 

220 E. VInd St., Xew York 17. A'. Y. Mur- 
ray Hill 7-8780 

A. F. Calabro, C. B. Parker 

International Swimming Pool Corp.. Adrien 
May & Co. (crochet cottons), Nott Mfg. Co. 
(herbicides, insecticides). Seymour Smith 
& Son (garden tools) 

YOUNG & RUBICAM* 

283 Madison Ave., Aeu- York 17, A'. Y. 
Murray Hill 9-5000 

Media Relations Department: 

Peter G. Levathes, v. p. & dir.; William 

E. Matthews, exec, asst.; Frank Coulter, 
James R. English, Everett Eriick, George 

F. Leithner, Edward B. MacDonald, 
Charles T. Skelton, Henry L. Sparks 
Assistant Media Directors: Kirk Greiner, 
Lloyd Harris, Thomas Lynch 

Raymond E. Jones, Jr., superv. of spot 
availabilities; James J. Stack, media of- 
fice mgr.; Cyrilla Ecker, statistical; Alice 
McCabe, media data & information; Rich- 
ard Chapman, operations superv.; William 
Dwyer, acct. service unit; Florence Alo- 
isia, typing; Joan Rafferty, forwarding 
Contract Unit; Johanna Reinhardt, publi- 
cation; Theresa Chico, radio-tv; Daniel 
Velsor, budget control supv. 
Media Buyers: Warren Bohr, Kay Brown, 
Charles Buccieri, Thomas M. Comerford, 
Florence Dart, William P. Dollard, Sey- 



mour Drantch, John M. Flournay, Donald 
Foote, Frank Grady, John J. Henderson, 
Vance Hicks, George G. Hoffman, Arthur 
Janes, Robert Kowalski, Arthur Meagher, 
Lorraine Ruggiero, Joseph St. Georges, 
Thomas Viscardi, Russell Young 

\ni. Home Foods ((ihef-Hoy Ar Dee) , 
Young; Hatton, Paulsen; Bigelow -.'-aiiford, 
Faate; King; 15eech-.Nut-Life .Saver- Corp. 
<gum), Dollard; Fitzpatrick; Beech-.Xut- 
Life Savers Corp. (Life .Savers), Jones; 
Scala; IJorden Co. ( Ml Borden, ehee-e), 
Young; Hattan, Paulsen; Horden Co. (Bor- 
den Food Products Co., Indu-trial Products 
Div., Borden's Farm Product- Div., .'Special 
Products Div.), Kowalski; Hopt; Boyle- 
Midway (3-1 Oil, pla-tie wood), Jones; 
Scala; Bri-tol-Myers fSal llapitiea, \'italis 
& Analoze), Kowalski; Hopt; Bristol-Myers 
(BufTerin). Drantch; Kreibuch; Cluett, Pea- 
body (boys wear, dre— -liirt-, -porl-wear), 
Grady; Warner; Dictaphone Corp.. Foote; 
King; Drackett Co. ( Drano, Windex. Dazy 
.Mist). Dollard; Drake Bakeries (cakes & 
eooki(-), Jones; Scala; Duffy Mott Co. 
< Mott's apple products, Clapps baby foods, 
sunsweet prunes & juice). Young; Hatton, 
Paulsen; Esterbrook Pen, St. Georges; 
O'Brien; Ethyl Corp., Comerford; Mooney; 
Ford Motor (\. Y. Liaison), ComerFord; 
Mooney; General Cigar Co. (White Owl 
cigars, Wni. Penn Cigar Corp), Viscardi; 
Raffetto; General Cigar Co. (Robert lJurns 
cigars & Cigarillo-. Nan Dyke). Hoffman; 
Hurley; General Electric Co. (appliances), 
Meagher; Fahland, Tichenor; General Elec- 
tric Co. (T\' receivers). Jones; Scala; Gen- 
eral Electric Co. (Ilou-ewares & Radio Re- 
ceiver Div.), Hicks; Morse; General Foods 
Corporation. All Products Corp.. Bohr; 
Glecker, McClintock; Walter Baker Choco- 
late, Bahr; Gleckler, McClintock; Franklin 
Baker Coeoanut, Bahr; Gleckler, McClin- 
tock; Bird- Eye Div., Ruggiero; Johnson; 
Calumet Baking Powder, Brown; Purtill; 
Certo & Sure Jell. Brown; Purtill; Dream 
Whip, Henderson; Fountain; JeIl-0 Prod- 
ucts, Dollard; Fitzpatrick; Kernel Nuts, 
Brown; Purtill; Lady La France, Hender- 
son; Fountain; LaFranee & Satina. Hender- 
son; Fountain; Log Cabin syrup. Country 
Kitchen syrup. Maple Del, Brown; Minute 
Products, Henderson; Fountain; Postum, 
Bahr; Glecker, McClintock; Sanka & In- 
-tant Sanka. Brown; Purtill; Swans Down 
Cake Flour, Cake Mixe-. Bahr; Glecker, Mc- 
Clintock; Goodyear Tire & Rubber Co. 
(tires. Lifeguard tubes, inst.). Flournoy; 
White; Gulf Oil Corp. Grady; Warner, 
Haber; Ileritage-IIenredon Furniture Indus- 
trie-, Jones; Scala; International Silver Co. 
1 1847 Rogers Bros. International sterling, 
-tainle-s by International. Wm. Rogers Son, 
Anchor Rogers -terling. Promotion Div.), 
Hoffman; Hurley; Johnson & Johnson 
I Baby Products Div., Surgical Dressings 
Div.). Georges; O'Brien; Thomas J. Lip- 
ton I soups & tea), Comerford; Mooney; 



12 



SPONSOR • 17 AlCUST 19.t7 



WB EN-TV 

CBS in Buffalo 
channel ^jj^ 



NOT when she can see 
the 11:30 THEATRE on 
WBEN-TV 

No itick-in-the-iiiud ihe, just one of thousands of western New Yorkers who 
finds WBEN-TV's late night 11:30 THEATRF. worth sta\ing home for . . . 
and sta\ing up for I 

Holl)wood's best available products, the finest films from Warner Bros., 
20th Centur\ Fox, Selznick and other top studios draw big audiences eiery 
night of the ti eek on ('hannel 4. 

How big ! Well WBFN-TVs 11:30 THEATRH popularity not onl\ surpasses 
its opposition but in many instances give you greater audiences at midnight 
than other area stations give \ou from 5:00 P.M. to 7:00 P.M. I 
Get all the facts . . . and the reasons why your T\' dollars count for more on 
Channel 4. Our sales department or national representatives, HARRINGTON, 
RIGHTER AND PARSONS, will be happv to fill \ou in and get \ou on our 
11 :30 THEATRE. 




THE PIONEER STATION 



WESTERN NEW YORK 
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IMEBUYERS U. S. . . . continual 
1 >rilUi I ( o. ( Keni ci^iin-ttes) . Bohr; 
jleckler, McClintack; MctKipolitan Life In- 
viiiiin.c t , Flournay; White; Moorc-^If- 
C.ipiiiia' k ! iiii's, Janes; Scala; National Sug- 
ar Iti lull is; Co. (Jack Frost. Xrhiickic sug- 
ars I. Jon s; Scala; Pcriiiarcl Tape Corp. 
(Tf\r< ( Iloplianp tape, liondcx mending 
tajx-. I .eel plastic tape) , Gearges; O'Brien; 
I'cisi I I'rcKiiicts (iorj).. Brawn; Purtiil; 
i'ul oilier- (Piel's liccr), Viscardi; Raf- 
fetr I'iiie Bro-, Janes; Scala; Procter & 
i, \)\r Co. ( ( ]liecr, Spic 'n Span ) , Buccieri; 
Fleeter; Dart; Brastram, Roberts; Rcm- 
i.igton Kami (electric shaver), Grady; War- 
.ler, Haber; Koyal Typewriter Co., Rug- 
giera; Jahnsan; Simmons Company. Flaur- 
nay; White; Singer -Sewing Machine Co.. 
Foate; King; .\. C. Spahling & Bro>., Grady; 
Warner, Haber; Tek llnghes, Kawalski; 
Hapt; Time, Inc. (Life -Mag.), Grady; Ha- 
ber, Warner; Time (Sports lllus.), Gearges; 
O'Brien; lime (Time Mag.), Bahr; Gleck- 
ler, McClintack; Young & Kuhicam, Mat- 
thews 

THE ZLOWE CO. 

65 E. :^r>tl, St., \nc York 22. V. )'. I'laza 
3-1764 

Pauline Mann, media dir. 

Dannon .Milk Product- (Yogurt), Marlun 
iMfg. (Kit/ Black \ngns hroiler), Schieffelin 
& ('o. ( \lmay cosmetics div.) 

•OLK\N' 

RONALD C. BISHOP ADVERTISING AGY. 

Exchange National Hank BIdg., Olean, 
X. Y. 8081 

R. C. Bishap, Janet Parker, Jaan Bishap, 
Sally Miller, John Tuahy 

Clair Mfg. (fini-hing machines), Tuahy; 
Eherle Tanning (Tioga oak soles), Bishop; 
Cleauiite Corp. (All Purpose cleaner). Mil- 
ler; L. II. Linc(dn & Son (extract), Bishap; 
Procter Ellison f'o. (leather), Bishop 

|{(K lIKsTliR 

HUTCHINS ADVERTISING CO.* 

12 East Ave.. Rochester 4, A. Hamil- 
ton 6- 1160 

Frank M. Hutchins, William F. Lacey, 
Stuart Rice, James L. Gould, W. Wygont, 
M. Nugent 

Heaucaire ( Pliiico di-t.), Wygont; Empire 
.State Pickling (Silver Flogs sauerkraut). 
Rice; Huh Oil Co. (American oil). Nugent; 
iMcC^nrdy 61 Co. (dept. store), Gould; 
-Scrantonr- B(jok & .Stationery Co., Nugent; 
.Sf lnder Foods I potato chips). Rice; \Val- 
dert Optical Co.. Nugent 

SCRIVENER & CO. 

.j.il Burke lil,lg.. Roche.ster 4. V. Y. Baker 
.')-()066 

A. Scrivener 

'sdiriider- meat piodnct- 



ED WOLFF & ASSOC.* 

418 /-"irst Federal Savings Bldg., Rochester 
4. A. Baker 2090 

Alfred G. Scheible, Ernest R. Turner, R. 
Kinney, E. Holdren 

\. L. \ndcrsou Sons (carhonated hev.), 
Turner, Scheible; Dairy Queen (frozen des- 
serts). Turner; Dclco Appliance (Jorp. (elec- 
tric windshield wipers), Holdren, Kinney; 
Standard Ro(die-ter Brewing Co. (Standard 
ale. Topper beer) 

SCXKSO M.K 

ELMER L. CLINE 

llaruood Bldg., Scarsdale, \. Y. Scars- 
dale 3-4332 

Elmer L. Cline, ch. of bd. & treos.; John F. 
Cline, pres.; A. W. Voorhis, v. p. 

Colonial Kaking Co., J. F. Cline; -Merchants 
-National Hank & Trust Co., J. F. Cline; 
White Baking Co., E. L. Cline 

SCHF.NECT \DV 

JOHN L. HALPIN, ADVERTISING* 

Suite 424 W'edgeuay Bldg., 277 State St., 
Schenectady 5, A. Y. Franklin 2-0942 

Alvord Glove Co.. .\msterdani Dairy, lUE- 
CIO. Local 301 (Elec. Workers Union), 
James M. McNearney (heer distr.), Schenec- 
tady Gazette. Sc henectady Savings & Loan 

sYKACLSE 

BALDWIN ADVERTISING AGENCY* 

106 E. Washington St., Syracuse 2, \. Y. 
Harrison 2-5471 

Donnette B. Moore 

Dnrso \t holesale Co. (appliances), Glisten 
(household cleaner), Paul Jeffrey Co. (Hot- 
point distr.), Strathmore Products (paint), 
L'n-Art Distr. (Tupperware prods.) 

FLACK ADVERTISING AGENCY* 

433 5. W arren St., Syracu.-te 2, A'. Y. Har- 
rison 2-6011 

Williom P. Conklin, Jr., E. J. Lobs, Don- 
iel W. Cosey, Grover H. Hubbell, M. L. 

Bebee 

BWB Food.-. Hubbell; Fir-t Trust & De- 
posit. Hubbell; Xetherland Dairy Co., Lobs; 
Syracuse Savings Bank, Hubbell 

SPITZ ADVERTISING AGENCY* 

530 Oak St., Syracuse. A. ). Granite 
9-5581 

Horry J. Accurso 

F. Cohh Co. (1G.\ food markets). Empire 
Card Co. (greeting cards). Henry Frank 
Leather Co.. Grange Silo Co., Mohican 
Stores (markets). Onondaga Supply Co. (ap- 
pliances), P & C Food Markets, Penfield 
Mfg., Pilgrim Meats, Sitector-Gene-ee Mo- 
tor Sales (Olds,. Cadillac dealer), Syracuse 
Card Co. (greeting cards). Timerson Can- 
ning (Timco dog. cat food) 



LTICA 

FARQUHAR & COMPANY* 

First Xational Hank Bldg., L tica 2, A'. }'. 
2-6109 

John T. Forquhor, Joy C. Anderson, Ted 
R. Dorvoe, Carl E. Spitzer 

Bonide Chemical Co. (insecticides, fungi- 
cides, home gardening prods.), Dorvoe; 
CoUinite Chemical Co. (auto wax), Ander- 
son; C. .\. Durr Packing Co. (meat prods.) , 
Forquhor; Jean- Foods of I'tica, Forquhor; 
Emil ."^teinhorst & Sons (home freezers, milk 
coolers), Dorvoe; I'tica Brewing Co. (Fort 
.Schuyler heer & ale), Forquhor 

MOSER & COTINS* 

10 Hoo/jer St., ( tica 3. A'. Y. 3-7544 

Louro B. Mong, medio dir.; Christine H. 
Von Dyke 

Fitzgerald Bros. Brewing Co. (heer, ale), 
Mong; Honey Butter Prods. Corp. (-preads), 
Von Dyke; -MacCadam Cheese Co.. Von 
Dyke; Procino - Ros-i Corp. (macaroni 
prods.) . Mong 

FRED D. STEVENS CO. 

14 Devereux St., I'tica 2, A'. Y. 5-0339 

Fred D. Stevens 

("ornhill Bldg. & Loan .A-sn., Lennon's, Inc. 
(jewelry I. Wicks & Greenmau (men's cloth- 
ing) 

NORTH CAROLINA 

CHARLOTTE 

AYER & GILLETT ADVERTISING* 

1022 5. Tryon. Charlotte 3, A . C. Edison 
4-9729 

Irene T. Ayer, Chorles Gressle, Beth Loney 
Smith, Williom Lone Withers 

-\llison-Erwin Co. (whls. distr.). Smith; 
Duke Power Co. (puhlic utility), Gressle; 
General Electric Co. (small appliances div. 
for the Carolina*), Smith; Neese Sausage 
Co. (sausage and liver pudding), Smith; 
Roddey Packing Co. (meat prods.), Smith 

BENNETT ADVERTISING 

222 South Church St.. Charlotte, A. C. 
Franklin 6-1674 

Forrest L. Collier, Jr., v. p.; Robert Mc- 
Kericher, v. p.; Williom L. Wilson 

(For accounts see High Point li-ting) 

WALTER J. KLEIN CO.t 

1214 Elizabeth Are., Charlotte, A'. C. 
Franklin 7-1646-7-8-9 

Jon Freelond, medio dir. 

American Hardware & Equipment, Belk's 
Department Store. Blue Magic (easy -Mon- 
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SIGN ON TO SIGN OFF 

WDEF-TV Dominates in 60% of M easurea 

Quarter Hour Periods 

ARB June 1957 
N I G H T I M E 

6 PM- 10PM 10 PM -Midnight 



54.2 
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WDEF 
TV 

Station B 
All Others 




WDEF-TV 



8 of top 10 Net Shows 

7 of top 10 Syndicated Shows 



THE BRANHAM COMPANY 



Full 316,000 Watts 



From antenna atop 
Signal Mountain 
High above City 




CHATTANOOGA • The 77th Market 
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TIME BUYERS OF U.S. ... con 

day starch J, Jesse Jones Sausage Co., Maola 
Milk & Ice Creain, Mariiat Packing Co. 
fBig Time dog food), Red & White Food 
Stores, Roberson's Big Beverages, Liiited 
Dairie-i, York Drug (Kennedy's mixture) 

HEGE, MIDDLETON & NEAL* 

/'. 0. Box 2993, Jr'atson Bldg., Greens- 
Imro, A'. C. Broadway 5-2831 

Ruth Folk 

Black Panther Co. (Soot Clean rat and 
mouse killer. Rose Dust, Fly Bits, E-Z Lite 
hickory charcoal). Brick & Tile Service 
(Assn. of North Carolina Brick Mfrs.), Na- 
tional Pest Control (exterminators), States- 
ville Brick Co. 

HIGH POINT 

BENNETT ADVERTISING* 

208 E. Green St., High Point, A'. C. 2-4151 

Harold C. Bennett, pres.; v.p.'s: Robert 
Tracy, Forrest L. Collier, Robert McKeri- 
cher; Thomas T. Evans, sec'y. 
John B. Mayo 

Acclaim Hosiery Mills, Tracy; W. A. Davis 
Milling Co. (flour prods.), Tracy; Lily Mills 
Co. (threads), Bennett, McKericher; The 
Mebane Co. (bedding), Tracy; N. C. Motor 
Carriers Assoc., Mayo; Triangle Hosiery 
Mills, Bennett 

PRAIGG ADVERTISING 

164 5. Main St., High Point, \. C. 3760 

N. T. Praigg 

Anvill Brand (Work 'n Play clothes), Asso- 
ciated Industries Public Relations, Perpetual 
Savings & Loan Assoc. 



ued 

PIEDMONT ADVERTISING AGENCY 

irashington Bldg., Salisbury, A. C. 3978 

C. V. Barkley 

Stanback Co., Ltd. (analgesic tablets & pow- 
ders) 

NORTH DAKOTA 

FARGO 

HAROLD E. FLINT ASSOC. 

615 Second Ave., N., Fargo, A. D. 5-5333 

Harold E. Flint, Lee A. Holland, Richard 
C. Rosenthal 

Merchants National Bank & Trust Co., Ros- 
enthal; N. D. Hospital Service Assn. (Blue 
Cross), Flint, Rosenthal; Otter Tail Power 
Co., Flint, Rosenthal 

HUDSON ADVERTISING AGENCY 

Gardner Hotel, East Entrance, 26 Roberts 
St., Fargo, N. D. Fargo 5-6231 

Grace Hudson, owner 

State Seed Dept. (certified seed potatoes) 

GRAND FORKS 

SIMMONS ADVERTISING AGENCY* 

211 South Fourth St., Grand Forks, N. D. 
2-1001 

E. E. Simmons, Carl Emmerick, Edna 
Clementson 

Arco Mfg. Co. (power hacksaw), Clement- 
son; Bridgeman Creameries (dairy prods.), 
Emmerick; N. D. Mill & Elevator Co. (flour, 
cake mix), Simmons; Sund ^Hg. Co. (crop 
pickup), Simmons 



RALEIGH 

BENNETT ADVERTISING 

5 r. Hargett St., Raleigh, N. C. Temple 
4-8903 

John B. Mayo 

N. C. Dept. of Conservation & Development, 
N. C. Motor Carriers' Assn., The Carolinian 
(beach hotel) 

J. T. HOWARD ADVERTISING AGENCY* 

309 r. Morgan St., Raleigh, A'. C. Tem- 
ple 3-3069 

J. T. Howard, Michael J. Silver 

Farmers Cotton Oil Co. (Golden Gem. Cure 
Bright, Lawn-0, Old Plantation, other brands 
of fertilizers), Florence-Mayo Nuway (air 
conditioned oil and gas-fired tobacco cur- 
ers) , Nationwide Insurance Co., Occidental 
Life Ins. Co. of N. C, Smith Concrete Prod- 
ucts Co. (Vita-Lite concrete products). Wal- 
ker Martin (GE major appls.) 



OHIO 

AKRON 

SHOWALTER, HESSELBART & MITTEN* 

Slusser Bldg., 231 Locust St., Akron 8, 
Ohio. Portage 2-6463 

Velma Hesselbart, Robert Mitten 

Akron Irrigation Div. (farm irrigation). 
Mitten; Alsco (storm windows & doors), 
Mitten; Greenwald-Plymouth (autos), Hes- 
selbart 

CANTON 

TED WITTER ADVERTISING AGENCY* 

2519 Cleveland Ave., N.W\, Canton 9, 
Ohio. Glendale 4-6566 

Ted Witter, Paul Buchholz 

Avenue Paint Co., Canton Provision Co., 
Ohio Power Co. & Wheeling Elec. Co., Storm 
Windows of Aluminum, Structural Clay 
Prods. Inst., Temtee Pretzels 



CINCINNATI 

GUNDLACH ADVERTISING AGENCY 
(A division of G. P. Gundlach & Co.) 

1201 West 8th St., Cincinnati 3, Ohio. 
Garfield 1-2700 

G. P. Gundlach, G. B. Gundlach 

(Specializing in Dairy and Ice Cream Accts.) 

THE RALPH H. JONES CO.* 

3100 Carew Tower, Cincinnati 2, Ohio. 
Garfield 1-2300 

Ann Smith, radio-tv dir.; Eula Reggin, 
Evelyn Rauch, Betty Derie 

Ashland Oil & Refining Co. (petrol prods.), 
Reggin; Drackett Co. (Twinkle, Dazy) , 
Rauch; General Elec. Evandal Plant, Derie; 
Heekin (Happy Family baking powder), 
Reggin; Miami Margarine Co. (Nu-Maid & 
Durkee), Derie; The Strietmann Biscuit Co., 
Rauch 

PERRY-BROWN 

2831 Vernon Place, Cincinnati 19, Ohio. 
Plaza 1-8200 

Edward J. Doran, Sprague Mullikin, R. J. 
Wilkins 

Formica Corp (laminated plastics), Mulli- 
kin; The H. H. Meyer Packing Co. (pork 
prods.), Wilkins 

RAND-RIES ADVERTISING^ 

Times Star Tower, Cincinnati, Ohio. PA 
1-6660 

David Rand 

NuTone 

THE ROWE & WYMAN CO. 

3800 Reading Road, Cincinnati, Ohio. 
Capitol 1-5220 

Walter S. Rowe, David L. Belew 

The Ohio Casualty Ins. Co. 

STOCKTON-WEST-BURKHART* 

1303 First National Bank Bldg., Cincin- 
nati 2, Ohio. Dunbar 1-5600 

Robert A. McDowell, v. p., media-research 

The Cincinnati & Suburban Bell Telephone, 
Doepke Mfg. Corp. (educational toys), Gib- 
son Art Co. (greeting cards), The Hudepohl 
Brewing Co. (beer). The Andrew Jergens 
Co. (deep cleanser, instant suds). The Mos- 
ler Safe Co., The United States Shoe Corp. 
(Red Cross and Joyce shoes) 

WILSON ADVERTISING AGENCY 

3418 Delta Ave., Cincinnati 8, Ohio. East 
1-8228 

Ross H. Wilson 



1() 
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BAY"" 2 

GIVES PERSONAI SERVICE* TO HiA ioHid o^Mk ^^(owfi ! 





A COMMUNITY ACTIVITY IN OUR STUDIO C 




TIMEBUYERS OF U. S. ... continued 



rtt EI. AM 

ALLIED ADVERTISING AGENCY' 

1302 Ontario St., Cleveland 13, Ohio. 
/•"rfj 1 1 / 1 6677 

Aoron S. Fox, Melbourne Schwortz 

(.lin- r Dlr*. of Ciiyalioga County, Fox; 
Cole •lotor^ (antoniohile dir.), Fox; Finney 
( II. "inco fringe-area antenna). Fox; Parma 
M r;. (auto dir.). Fox; PI) month Dlr-. 
n.. Fox; >anitone. Fox; ^ e-t Side -\uto 
r>. \-vn., Fox; W e-t Side Pontiac lauto 
ilr.). Fox 

BAYLESS-KERR 

1166 11 anna Bldf;., (Cleveland 15. Ohio. 
Main 1-06 IS 

George Kilbride, Ralph Wright 

Fremont Krant ( sauerkraut & sauerkraut 
juice). Kilbride; Olga Coal Co.. Wright 

RALPH BING ADVERTISING CO.* 

Frederick Hldg., Cleveland 15. Ohio. Su- 
perior 1-2773 

Rolph S. Bing 

.\ce Cigarettes, I?laushild Motors (Chrysler- 
Plymouth), Ilou-emart, Industrial Tire Co., 
London Leather Co.. Ohio Paint and Color 
Co., Pierre's Ice Cream 

RICHARD T. BRANDT 

1510 Keith Bldg., Cleveland 15. Ohio. 
Prospect 1-4020 

Richard T. Brondt, Eleonor M. Clork 

Babcock Dairs Co., Dairymens Ohio Farm- 
ers Milk Co. 

FOSTER & DAVIES 

2116 Keith Rldg.. Cleveland 15. Ohio. 
Cherry 1-0711 

Miles McKeorney, v. p.; Jeonne Kohorn, 
secy. 

-Alliance Mfg. Co. (Tenna-Rotor and other 
tv aids) 

FULLER & SMITH & ROSS* 

1501 Euclid Ave.. Cleveland 15, Ohio. 
Cherry 1-6700 

L. J. Boyce 

Alcoa (Aluminum Co. of .\m.). Central Cad- 
illac (local dir.). Central Chevrolet (local 
dir.). Domestic Sewing Machine Co.. Harry 
Ferguson (tractors). Ilighee Co. (local dept. 
.-tore), Jack & Heinz (local), Pennzoil Oil 
Co. (motor oil). Sherwin Williams Co. 
I paint t. White ^ewing Machine Co. 

GABRIEL ADVERTISING AGENCY* 

707 I nited Office Bid?.. Cleveland 13. 
Ohio. Vain 1-0816 

W. J. Gobrlel 

Bedford Product^ (jellie- & jams), Cray- 



ton's Southern Sausage, Eagle Awning Co. 
(Div. of Hohart Prod*.), F.agle Dairy & 
Ice Cream Co., Foodtown Super Markets, 
Ideal -Macaroni & Spaghetti Co., Jack 'n Jill 
Kiddie Shop-. Leader Drug .Stores. O'.Malley 
& Porach Dodge, Parma-.'^tudehaker-Packard, 
Rini- Super .Market, \ entaire Awning Co. 
(Div. of Hobart Prod-.) 

GERST, SYLVESTER & WALSH* 

3113 Prospect Ave.. Cleveland 15, Ohio. 
Henderson 1-4710 

Trudi Schluembach 

\rnold A\ hole-ale Co. (Ironrite & Zenith 
di-tr.). Atlas Radio & TV Store-. B. W. 
Blaushield Motors (Dodge-Plymouth), Blon- 
der Wallpaper Co. (Walltex, Gold Seal), 
Family Fair, Kromex (housewares). .Maytag 
■sale- Co. (distr.). Ohio Provision Co. 
(Sandy Mac meats). Standard Brewing Co. 
(Erin Brew I. \^ atkiu- Furniture ("o. 

ROBERT GOULDER ADVERTISING 

1010 Euclid Ave.. Cleveland 15. Ohio. 
Main 1-3214 

Robert A. Goulder 

Cy Mack 01d*mobile, Progressive Mutual 
In^. Co.. Reliable Oldsmobile Sales 

GREGORY-HOUSE ADVERTISING CO* 

2157 Euclid Ave., Cleveland 15. Ohio. 
Main 1-7822 

Marion Reeves, Frances Jesse 

.\cme Stores (food chain). Dan-Dee Co. (po- 
tato chips). Slim & Trim by Tarr, Spang 
Baking Co. (bread, donuts) 

THE GRISWOLD-ESHLEMAN CO.* 

1400 Terminal Tower, Cleveland 13. Ohio. 
Tower 1-3232 

Richord C. Woodruff, Helen J. Lott 

Chevrolet Dealers Assn.. Erie Railroad. Fish- 
er Bros. Co. (food store-), B. F. Goodrich 
(Tire Equipment Div.), Jenney Mfg. Co. 
(petroleum prods.), Alfred .Xickles Baker>. 
Perfection Industries. Div. of Hupp Corp. 
(furnaces, commercial & re-idential air con- 
ditioners, space heater-, water heaters, 
ranges). Sear-, Roebuck anfl Co. (dept. 
stores. Cleveland area). Tappan Stove Co. 
(Cleveland Div.), Thompson Products (auto 
& aircraft parts), Young*town Sheet & Tube 
Co. (steel) 

THE HUBBELL ADVERTISING AGENCY* 

1900 Euclid Ave., Cleveland 15. Ohio. 
Cherry 1-0212 

Fronk Hubbell, V. D. Lidyord 

The A>trup Co. (awnings). Hubbell; Can- 
vas Awning In-titnte. Hubbell; Hippodrome 
Theatre (motion pictures). Lidyard, Hub- 
bell; Laub Baking Co. (bread and baked 
goods). Hubbell 



LANG, FISHER & STASHOWER- 

1010 Euclid Ave., Cleveland, Ohio. Main 
1-6579. Prospect 1-0300 

Alvin B. Fisher, v. p., rodio-tv dir.; Helen 
Dwyer, Lorl Martin, Gorry C. McKelvey, 
David L. Stashower 

Carling Brewing Co.. Cle\ eland Baseball 
Co.. General Electric Appliance^. Interna- 
tional .Molded PIa^tics, .Master Mfg., Pick 
'n Pay Super .Markets. Richman Bros.. Sng- 
ardale Provi>ions Co.. '« JW-T\ , 'W orld Pub- 
lishing Co. 

CARR LIGGETT ADVERTISING 

512 .\RC Bldp., Cleveland 14. Ohio. Cherry 
1-3434 

John L. Marting, madio dir.; John F. 
Nash, acct. exec; M. J. Croer, Robert R. 
Hum 

Cleveland Builders Supply Co., MorMng, 
Nosh; Ohio Savings .\s-oc., Morting, Cra- 
ver. Hum; The Pioneer Rubber Co. (house- 
hold gloves, baby pant-), Morting, Crover, 
Hum 

McCANN-ERICKSON* 

335 Euclid Ave., Cleveland 14. Ohio. 
Cherry 1-6850 

John M. Kinsello 

Cleveland Elec. Illuminating Co.. Coca Cola 
Bottlers (varion-), Columbus & So. Electric 
Co., Gray Drug Stores, National City Bank, 
Ohio Bell Telephone Co., F. C. Ru'sell Co.. 
Standard Oil of Ohio 

MELDRUM & FEWSMITH* 

1220 Huron Road. Cleveland 15. Ohio. 
Cherry 1-2141 

Bruce Standerman, rodio-tv dir.; Muriel 
Lomppert 

Bonne Bell (cosmetics). Ford Motor Co. 
(Tractor & ImpL Div.), Republic Steel 
Kitchens. St. Mary's Foods. Seiberling Rub- 
ber Co. (tires, tubes). Willard Storage Bat- 
tery Co. 

SWEENEY & JAMES CO. 

1501 Euclid .4ve.. Cleveland 15. Ohio. 
Main 1-7142 

Lucie Lian 

Firestone Tire & Rubber Co. 



TImebuyers of the U. S. 

listing will continue 
in the 24 August issue 
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DO YOU OWN A COPY OF BASICS? 

IF YOU DO — you'll want to order an extra one today, so that \'oii can 
keep one intact as your workbook for the next twehe months. 

IF YOU DON'T — better o:et your own rii^ht now, to be sure you'll 
have this basic tool at your elbows durini^ the comini2: year. 

NEED QUANTITIES TOO? I^'or others in your ori^anization who 
can profitably use this important bux'ers tool, we have printed an 
extra supply. Order them now. 



YES / ni'ed extra copies of Sponsors's 

TV /Radio BASICS at $2. each. Please rush tlievi 
to ))ie. 

I enclose payment please bill )ne 

Xa»ie Finn 
. / d dress 

City State 

MAIL TO SPONSOR, 40 E. 4<5Kt STREET, X.V.C. 
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yoff flight fVin 7 JVatianal Tennis Championships'^ — 

BUT . . . YOU NEED WKZO RADIO 

TO WIN SALES 
IN KALAMAZOO-BATTLE CREEK 
AND GREATER WESTERN MICHIGAN! 



NIELSEN NCS NO. 2 
NOVEMBER, 1956 









DAYTIME 




Radio 


Monthly 


Weekly 


Daily 


Station 


Homes 


Homes 


NCS 


NCS 




In Area 


Reached 


Circ. 


Circ. 


WKZO 


208,450 


107,490 


95,520 


67,470 


B 


106,570 


43,420 


38,670 


25,630 



WKZO — CBS for Kalamazoo-Battle Creek and Greater Western 
Michigan — is one of America's most obvious radio buys. Nielsen 
figures, left, show that WKZO delivers over 2'/4 times as many 
radio homes as its nearest competitor . . . and WKZO has almost 
twice the share of audience, according to Pulse! fi 

Take a good look at those November 1956 Nielsen figures. WKZO 
actually delivers 56% more homes daily than the second station 
can deliver monthly! 

Your Avery-Knodel man has all the facts. 




WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO BAHLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN-TV — LINCOLN. NEBRASKA 

Associated with 
WMBD RADIO — PEORIA, ILLINOIS 




CBS RADIO FOR KALAMAZOO-BATTLE CREEK 
AND GREATER WESTERN MICHIGAN 

Avery-Knodel, Inc., Exclusive National Representatives 

•Bill Tilden did it in 1920, 1921. 1922. 1923, 1924, 1925, and 1929. 
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RADIO BASICS 



AUGUST 



I'liis tlic foiirtli of sr().N-()l{\ new Radio Iki^ic * timiv. It 
will appear ever) four weeks ami will coiiipleiiieiit and alternate 
with r\ r)a>-i(>. 1 liree i-ections make iijj Radio lla^ic--. The 
first is a series of four indices, gi\in<: material, updated e\er\ 
four weeks for the mo>t part, on number o[ homes, station*, 
sets in homes anil sets sold or produced. The >iecf)nd see- 
tioii co\ers spot and will provide periodie indicc-^ of local 
listening in various markets and research material of interest 
to users of spot. The third, or network, section will emphasize 
web radio clients. It provides a complete list of network adver- 
tisers as of the week beginning with the date of each is?ue, to- 
gether with information on programs used, day* of the week 
bought and the amount of program time purchased by each cli- 
ent. Suggestions from readers as to content and format will be 
welcomed and used as a basis for future additions and revi- 
sions. Next Radio Basic* w ill appear in the 11 September i-*ue. 



1. 



2. 



Radio dimensions are inde.xed 
in terms of home, stations, sets 
in home-. >cts =old . . . jcc below 

Sjjot ba»ic* pro\ ifles local mar- 
ket li-teniiig in<lex, data on 
oiit-i>f-ln>itie ladio . . . P09c 52 

Network ba-ies conipri-e- the 
complete list of current web 
a(l\erti-er* P°9C 54 



mm 



1. RADIO'S DIMENSIONS TODAY 



Radio homes index 



1957 



48.2 
radio 
homes 



50.0 
U.S. homes 



1956 




47.3 
radio 
homes 



f 



49.1 
U.S. homes 



1 S' urc» A C NIelstn. 1 July each y»»r. 
^ homes tltrures In mlUIons. 





Radio 


station 


index 






End 


«)f June 


19.i7 






Stations 


CPs not 


Applications 


Applications 




on air 


on air 


on hand 


in hearing 


Am 


1 3079 1 


159 


322 


1 103 


Fm 


1 530 1 


31 


2V 


1 0 



Kiid of Jiiiu" 1 9.')6 



Am 


1 2896 


1 124 


1 * 




Fm 


1 530 


1 16 


1 10 


1 "J 



Source; rCC monthly reportj. commercial stations. 



Radio set index^ 



Radio set sales index 





Set 

location 


1957 


1956 


Type 


)unc 1957 


)une 1956 


Six Months 
1957 


Si« Months 
1956 






















Home 


90.000.000 


82,000.000 












i 


Auto 


35.000.000 


32.000,000 


Home 


729,421 


R39.a30 


3,638,969 


3,391.102 


Public 
places 


10.000.000* 


10,000,000 


Auto 


416,058 


2t»6.256 


2,834,676 


2..3n.651 




Totol 


135.000.000 


124.000.000 


Total 


1,145,479 


1.1.36.086 


6,473,645 


5.701.7.53 




Source U.M5 1 January If.'i*; 
sets in w^-rklns order "No new 


1 July 1957. 
infonnitlon. - 


^ S.urce. RETMA. H me flcures 


are reml sale!, auto fisjres are f« t 


Tj rroductltm. 



SPONSOR • 17 .\LCLST 1957 



51 



I 



2. SPOT RADIO BASICS 



Spot listening 
market index 



Figures for the 10 markets 
at right show homes using 
radio ( in and out-of-Iiome) 
during June, except for San 
Antonio and \\ ihiiington, 
which are Ma) . and Youngs- 
toun which is April. Data 
come? from Pulse, covers 
average quarterdiour listen- 
ing Monday-tlirough-Fri- 
day. This is the fourth 
group of markets co\'ered 
in Kadio Basics. Other 
markets will appear in 
this section in the future. 



Ill uaiiffliiiiiiiiiiiiiiiiiraiiiiiiiiiiiiin^^^^^^^^ ' -If t'diiii 

How local markets conii)are in listening levels by three-hour day parts 

Market 6-9 a.m. 9 a.m.-N N-3 p.m. 3-6 p.m. 6-9 p.m. 9 p.m.-M 



Chattanooga 


15.9 


18.7 


17.5 


18.7 


15.1 


1 1.7 




I)eti\ er 


23.4 


24.8 


22.7 


21.3 


25.2 


18.1 


Illllllllllllllllllll 


Lexington. K\. 


17.0 


17.2 


15.4 


15.3 


14.0 


9.8 




New York 


25.2 


31.2 


27.7 


29.3 


26.3 


18.3 




Oklahoma Cit) 


16.5 


17.8 


17.2 


17.9 


15.0 


10.2 


IIIIIIIIIIMIIIIIIII 


Omaha-Council Bluffs 


19.5 


22.6 


21.9 


20.9 


16.4 


1 1.6 




Providence 


15.8 


18.1 


16.9 


18.3 


14.0 


9.8 




San Antonio 


18.6 


21.1 


19.5 


19.5 


16.8 


12.3 




\\ ilniington. Del. 


14.2 


17.6 


IS. 5 


16.7 


14.2 


1 1.7 




^ oungstow n 


14.6 


18.9 


19.2 


19.7 


15.7 


1 1.4 




liiiiiiiiniiiiiiiiiiiiiiiiiiiiiuiiiiiiiiiiiiH^^ 


iiiiiiiiiiiiiniiiiiiiiiiiiii 


llllllllllllllllll Illllllllllllllllllll 


llll".:'.liidillllllllllllUIII 


Ulllllllllllllllllii„.<llllll III 


III! Illlllllllll IIIIIIIH 


UIIIIIIIIIIMIIII nil 


III 



How local and 
national time 
listening compare 



Nielsen average minute andience 
(lata Cdver May-June 1957. Local 
time auto data was not available 





LOCAL TIME BASIS 


NEW 


YORK TIME BASIS 






Day-part 


In-home COOO) 


In-home COOO) 


Auto-Plus 


Total 




6-9 a.m. M-F 


6,934 


5,345 


1,204 


6,549 




9-Noon M-F 


6,404 


6,500 


1.156 


7,656 




12.3 p.m. M-F 


5,874 


6,356 


1,01 1 


7,367 




3-6 p.m. j\I-F 


5,489 \ 


5,393 


1,589 


6,982 




6-9 p.m. Sun-Sat 


4,430 


4,767 


1,493 


6,260 




9-Mid. Sun-Sat 


3,082 


3,515 


722 


4,237 





How do nighttime 
buys look against 
daytime ? 



Cost Families reached Cost-per-1 ,000 



Men 



Women 



6:30- 9:00 a.m. $628.74 786,611 80c 39% 51% 



Cost fifiurcs are for minutes at 
the 260-time rate on 23 Pelers, 
Grifiin, Woodward station-. Au- 
dience data is from Pulse during 
leccul months covers oul-of-honie 



6:00-10:00 p.m. 



475.71 650,511 



73c 



42 



I 



46 



52 
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24% 

Is there much 
difference in 
local car traffic 16% 
patterns ? 

12% 



Though <lriMn^ li> aii<l finni 
work rcpif-ciit p<\ik~ in iiiilci 
iniflic. llic-c llircc cliart^. pirl 
In^cllicr l>> llra<ll('> Kcrd, 
show -i^iiilicanl (lillrrfiitc-. 
aiiKin^: iiiaikrl-., Hci^lnn I tup 
cliarl ) iiKitori-t- appan-nth 



8% - 



10 




7AM 8 



10 11 



10 11 



sta^;;;cr their morning tirivirij;. 
St. I.oiii- motorist" (chart at 
rii;ht( shin\ proiKiinu-ctl traf- 
fic peak- ami a nocnitinie dip 
while Mih\aiikee drivers (hot- 
loiu) are comparaliNeh . . . 



% Of traffic 




l)iis> in the afternoon. Note 
al-o that the 5:00-6:00 p.iii. 
period i~ the hiisiest in all 
three markets. Tlion!;li ficnres 
refer to traffic flo\v, anto radio 
listenins; is proliably similar 




° — ' ' 

% Of Traffic 

12 



10 



12 



10 



12 



Hour mid 



noon 



3. NETWORK RADIO'S CLIENTS & STATUS 



PROGRAM TIME SALES 



Proyraiii Hours* Sold 



Weik beginning 



iO July 



17 Aug. 



Hours 



107.3 



103.9 



;ijiiiiiiiiiiiiii;i' 



Beginning with this issue of Radio Basics, SPONSOR will 
tally every four weeks the amount of weekly program 
time sold h) all four networks. Figures in the business 
indicator at left are taken from the complete current 
list of network radio clients below as well as the previous 
list run in the last issue of Radio Basics. For purposes 
of comparability, 6-second and 8-second commercials 
are considered as 30 seconds of program time while 20- 
second and 30-second commercials are considered two 
minutes of program time. In the list below, covering 
the week beginning 17 August, minute commercials sold 
as such are figured as five minutes of program time. 



ABC 



Admiral: appliances; Breahjast Club; M-F; 25 min. 

AFL-CIO: institutional; Ed. f. Morgan; M F; 75 min.; /. W. Van- 

dercook; M-F; 25 min. 

American Bird Foad Mfg. Co.: Breakfast Club; M; 5 min. 
Assemblies of God: religious; Revivaltime; Su; 30 min. 
Atlantic Sales: French's bird food products; My True Story; Tu,Th; 
10 min. 

Ball Bras.: home canning prod.; Breakjast Club; Tu-F; 20 min. 
Bankers Life & Casualty: White Cross Hospital Plan; Paul Harvey; 
Su; 15 min. 

Beech Nut: Beech-Nut gum; Breakfast Club; Tu,W,F; 15 min. 
Bridgepart Brass: various insecticides; IFhen A Girl Marries; Tu-F; 
20 min. 

Bristal-Myers: Bufferin; Breakfast Club; M,W,F; 15 min.; Sal 
Hepatica; Breakfast Club; M,W,F; 15 min. 

Campana Sales: Ayds, Italian Balm; Breakfast Club; M; 5 min. 
Carling Brewing: Red Cap Ale; Martin Block Show; F,Sa; 100 min. 
The d-Con. Ca., Inc.: Ant Prufe & Roach Prufe; My True Story; 
Tu,Th; 10 min. 

Ex-Lax: Ex-Lax, Jests; My True Story; M,W,F; 15 min. 

Faod Specialties: Appian '^'ay pizza pie mix; Breakfast Club; Tu; 

5 min. 

Faster-Mllburn: Doan's pills; My True Story; Th; 5 min.; Whisper- 
ing Streets; Tu; 5 min. 

General Foods: Calumet; Breakfast Club; M; 5 min.; Post Cereals: 
Breakfast Club; M-F; 25 min. 

General Motors Corp.: CMC trucks; Howard Cosell, Speaking of 
Sports; Tu-F; 20 min. 

Gaspel Broadcasting Assn.: religious; Old Fashioned Revival Hour; 
Su; 60 min. 

Billy Graham: religious; Hour of Decision; Su; 30 min. 

Haysma Ca.: Haysma — hay fever remedy; Breakfast Club; M-F: 

25 min. 

Highland Church of Christ: religious; Herald of Truth; Su; 30 min. 
Midas Muffler; auto mufflers; Weekday Newscasts; M-F; 25 min. 
Miller Brewing Co.: Miller High Life Beer; Newscasts & Sports- 
casts; M-S; 85 min. 

Mllner Products: Perma Starch, Pine-Sol; Breakfast Club; W; 5 min. 
Natlanal Brands, div. of Sterling Drug: Dr. Caldwell's; Sunshine 
Boys; M-F; 25 min. 

Norwich-Pharmacol: Pepto-Bismol; Weekend Newscasts; Sa,Su; 90 
min. 

Oral Raberts Evangelistic Assn.: religious; Oral Roberts' Broad- 
casts; Su; 30 min. 

Radio Bible Class: religious; Radio Bible Class; Su; 60 min. 
R. J. Rcynalds: Camel; Weekday Newscasts; M-F; 100 min.; Week- 
end Newscasts ; Sa,Su; 90 min. 

Sandura Campany: floor covering; Breakfast Club; Th ; 5 min. 
Voice af Praphecy: institutional; Voice of Prophecy; Su; 30 min. 
Dr. Thamas Wyatt: institutional; Wings of Healing; Su; 30 min. 



Advisary Baard for Pramatian af Calif. Bartlett Pears: Amos 'n 

Andy; Th; 5 min.; Wendy Warren; W; 5 min.; House Party; Th: 

7% min.; Robert Q. Lewis; F; 5 min.; Galen Drake; Sa; 5 min. 

American Home Foods: Arthur Godfrey; Th; 15 min. 

Best Foods Inc.: Amos 'n Andy; F; 5 min. 

Bristol Myers: Arthur Godfrey; M,W; 60 min. 

Compono Soles: Robert Q. Lewis; Sa; 5 min. 

Chcsebrough-Pond's: Sports Time; M,W,F; 5 min. 

Chrysler: Dodge; Gunsrnoke; Sa,Su; 10 min.; Mitch Miller; Su; 5 

min.; Sports Resume; Su; 5 min. 

Chun King Soles: Arthur Godfrey; W & F, alt. wks.; 15 min. 
Cloirol: Galen Drake; Sa; 5 min. 

Colgote-Polmolive: Our Gal Sunday; M-F; 37 min.; Backstage 
Wife; M-F; 371/2 min.: Strike It Rich; M-F; 37y2 min.; 2nd Mrs. 
Burton; M-F; 371/2 min. 

Cowles Magazine: Robert Q. Lewis; Sa; 5 min. 
Curtis Circulation: Arthur Godfrey; Tu; 15 min. 
Dixie Cup: Robert Q. Lewis; Sa; 5 min. 

General Foods: Arthur Godfrey; Tu,Th, every 4th F; 33% min.; 
Wendy Warren; Th; 5 min.; World News Roundup; Su; 5 min.; 
Gunsrnoke; Su; 5 min.; Our Miss Brooks; Su; 5 min.; Amos 'n' 
Andy Music Hall; M-F; 25 min.; Galen Drake; Sa; 5 min.; Robert 
Q. Lewis; Sa; 5 min.; Gunsmoke; Sa; 5 min. 

General Mills: Galen Drake; Sa; 5 min.; Robert Q. Lewis; Sa; 5 
min.; Gunsmoke ; Sa; 5 min.; Gunsmoke; Su; 5 min.; Mitch Miller; 
Su; 5 min.; Amos 'n' Andy; F; 5 min. 

General Motors: Chevrolet; Allan Jackson — News; Sa; 20 min.; 
Robert Trout — News; Su,M-F; 50 min.; Soap Box Derby; Su; 15 
min.; Deico; Lowell Thomas; M-F; 75 min.; CMC trucks; Farm 
News; Sa; 5 min.; Saturday Nile Country Style; Sa; 5 min.; FBI 
in Peace & War; Su: 5 min. 

Hortz Mountain Products: Arthur Godfrey; Th & F, alt. wks.; 15 
min. 

Lever Bros.: Ma Perkins; M-F alt. wks.; 37i/^ min.; Romance of 

Helen Trent; M-F; 37y2 min.; Ma Perkins; M-F alt. wks.; 18% min.; 

Young Dr. Malone; M-F; 37y2 min.; House Party; M-F; 37y2 min. 

Lewis Howe: Robert Q. Lewis; Sa; 5 min. 

Longines-Wittnauer: Longines Symphonette; Su; 30 min. 

P. Lorillord: Kent; World Tonight; F,Sa,Su; 15 min.; Indictment; 

Su; 5 min.: Mitch Miller; Su; 5 min.; Sports Resume; Sa,Su; 10 

min.; Saturday Night Country; Sa; 5 min.; Amos 'n' Andy; F,Sa; 

10 min.; Johnny Dollar; Su; 5 min.; Robert Q. Lewis; F; 5 min.; 

Suspense; Su; 5 min.; FBI in Peace & War; Su; 5 min.: World 

News Roundup; Su; 5 miu.; Washington Week; Su; 5 min. 

Mllner Products; Robert Q. Lewis; Sa; 5 min. 

Philip Morris: Country Music Show; F; 25 min. 

Mutual Benefit Health & Accident Assn.: Arthur Godfrey; Tu & 

every 4th F; 18% min. 

North American Philips: Herman Hickman-Sports; M,W,F; 15 min. 
Norwich Pharmacol: Arthur Godfrey; Tu; every 4th F; 18% min. 



NOTE: Data on time purchased refers to weekly brand or advertiser total for each 
program. Time boucht for particular brands Is shown where possible. In cases 
where Broups of brands precede a show or group of shows. It was not possible to 
pinpoint which brands were advertised on each shwv or on which days of the week 



the brands were advertise*). Except for General Motors, Chrysler and P. LorlUard. brand 
infomalion was not available fom CBS. List shous complete client roster up to presstlme. 
In NBC list. rot. means commercials are rotated on different days of the week under 
the web's run-of-schedule plan. 



Pan American Coffee Bureau: .\ura DruLe. M ; 7]".' niiu.; '^iriLi- ll 
Kith; \\ ; 7Vj iiiiii.; Uur (ial bundtt\ ; Th ; 7'/-j ruin.; Second Mrs. 
Iliirtoti; 'I'li.F; 15 iiiiii. 

Pharmacraf f : House I'arty ; .M/I'li,!"'; 30 luiu. 
Pillsbury: Arthur Codjrey; Tu.Th; 30 iniii. 
Reader's Digest: trtliitr (i(id/rr\; M; 1.") iniii. 
R. J. Reynolds: llrrman llukman Sports; Tii.Th^a ; 15 luiii. 
Scoff Paper: Arthur Codfrey; '\'\\,V X evi-ry Itli V ; 18''i min.; Itark- 
stage Wife; F; T'/j iiiiii.; Youni; Dr. Malone; 'rii.F; 15 min.; Sorn 
Drake; Tii.Tli; 15 min.; Ma I'erkms; Tii & W uli. wk'^; TV.- iiiiii.; 
'2ud Mrs. liurton; 'I'li.F; 15 mill. 

Sherwin-Williams: Arthur (Godfrey; W , evciy llli F; I8'S niiii. 
Simoniz: Arthur Godfrey; W ; 15 niiii; House I'arty; W ; 15 iniii.; 6'. 
Herman Sews; 'I'li.F; 10 inin.; h'. Seiareid Mews; Tli.F; 10 mill.; 
.\ews; Su; 15 niiii.; Sports i\ei(s; ^a; 10 min. 
Sleep-Eze: House I'arty; \\ ; 7'-j min. 

A. E. Sfaley Mfg.; House I'arty; Tii ; 15 min.; Arthur Godfrey; h^; 
15 niin. 

Standard Brands: House I'arty; M; 15 min.; Arthur Godfrey; M, & 

every -llli F; 37'': min. 

Sterling Drug: Gunsmokc; Su; 5 min. 

Swift; House I'arty: F; 15 niin. 

Weco Products: .-Irthur Godfrey; M; 15 min. 

F. W. Woolworth: fl'oolworth Hour; ?u; 60 min. 

Wm. Wrigley, Jr.: Howard Miller Show; M-P'; 75 min.; Pat Buttram 

Show; M-F; 75 min. 



MBS 

Billy Graham Evangelical Assn.: religious; Billy Graham; Su; 30 
min. 

Carter Products: Little Liver Pills; Gabriel lleatter — iXcws; M,Tu, 
Th; 15 min. 

Christian Reformed Church: religious; Back To God; Su; 30 min. 

Coca-Cola: Coca-Cola; Eddie Fisher; Tu.Th; 30 min. 

Dawn Bible Institute: religious; Frank and Ernest; Su; 15 min. 

Drug Products, Inc.: Aslum; True Detective Mysteries; M ; 5 min.; 

Treasury Agent; Tu ; 5 min.; Gang Busters; W; 5 min.; Secrets of 

Scotland Yard; Th ; 5 min.; Counter-Spy; F; 5 min. 

First Church of Christ, Scientist: religious; How Christian Science 

Heals; Su; 15 min. 

Florists' Telegraphic Delivery Service: institutional; station breaks; 
.M-Su: 20 20-sec. 

Hudson Vitamin Corp.: vitamins; Gabriel lleatter; Su: 5 iiiiii. 
Kraft Foods Co.: All Purpose oil, mustard, Kraft dinner. Miracle 
V^'hip, Italian dressing, cheese spreads, Parkay margarine; Les Higbie 
—News; M-Sa; 30 min.; Holland Engle—News; M-Sa; 30 min.; 
John B. Kennedy — .Sews; M-Sa; 30 min.; Cedric Foster — tXews; M- 
Sa; 30 min.; Frank Singiser — Xews; M-Sa; 30 rain.; Charles B. War- 
ren — News; Sa; 5 min.; True Detective Mysteries; M; 5 min.; 
Treasury Agent; Tu ; 5 min.; Gang Busters; W; 5 min.; Secrets of 
Scodand Yard; Th; 5 min.; Counter-Spy; F; 5 min. 
Liggett & Myers: L&M; Ed Pettitt — News; Sa; 5 min; Floyd Mack 
-News; Sii; 5 min.; John Scott^News: Su; 5 min.; station breaks; 
.M.W.F.Sa.Su; 10 20-sec. 

Lutheran Laymen's League: religious; Lutheran Hour; Su; 30 min. 
Manion Forum of Public Opinion: discussion; Dean Clarence Man- 
ion; Su; 15 min. 

Miles Laboratories, Inc.: Nervine, One-A-Day X'itamins. Tabcine; 
Srete McCormick — News; M-Sa; 30 min.; Robert F. Hurleigh 
News; M-F; 25 min.; IT estbrook Van Voorhis — News; .M-F; 25 min.; 
John Scott— News; M-F, Su; 60 min.; Lyle Van— News; M-F; 25 
min.; Lester Smith — News; Sa; 5 min.; Floyd Mack — News; ^a.^ll; 
20 min.; Ed Pettitt — A'eu'5; Sa,Su; 10 min. 

Minute-Maid Corporation, Hi-C Div.: Hi-C products; station break' ; 
W,Th.F; 9 20-sec. 

Quaker State Oil Refining Corporation; Quaker Stale oil; Game oi 
the Day; Sa; 60 min.; Sports Flashes VTith Frankie Frisch; Sa.Su: 
30 min. 

Radio Bible Class: religious; Radio Bible Class; Su; 30 min. 

R. J. Reynolds Tobacco Co.: Camel; Camel Scoreboard; Sii-Sa: 35 

min.; Winston; Winston Scoreboard; Sii-Sa; 35 min. 

Voice of Prophecy: religious; Voice of Prophecy; Su; 30 min. 

Wings of Healing: religious; Wings of Healing; Su; 60 min. 

Word of Life Fellowship: religious; Word of Life Hour; Sa; 30 min. 



NBC 

Allis-Chalmeri: iii>titutii>iiul ; Sai l, harm X Hume Hour ; '^a ; 23 
mill. 

American Institute af Men's & Boys' y/cat: ilntliiii^, Moniior, 
^11 '^11 ; 70 iMiii. 

American Mators: Itiiiiiblrr; Monitor , "^n.^ii; 5r< iiiiii. 
American Oil: .Aiiiuio prixliirtt; Monitor; '^ii.'^ii; 50 1 in. 
Beit Faads Inc.: l iiiiiiiii;;'^ lip jiI \ Imllrr pnkli--: I ruth or ( ohm-- 
i;urinrs, \\ . I ijjairs <il Ur. (,enln , \\ ; 1 ^■•,»•r.■.; Hand 

\tund . \\\.V : 2 (i-'i i-.; U omiui In l/> lltiu^e. "Hi; I (, -ii- ; True 
( iinlrwions ; I' ; 1 (t-^rv. 

Billy Graham Evangelistic Astn.: rclinion; Hour of Derision; Su; 
.'10 mill. 

Bon Ami; Jcl limi \iiii; Srolt IiumI-, Monitor, ^u; 2~> iiiiii. 
Bristol-Myeri: ltii(I<riii ; Hourly \ews; M F; 105 min.. 21 30k?c. 
Brown & Williamson: Kools, \irrrfiy; Hourly Neiis; .M F; 215 rnin.. 

12 .'iO-.rc. 

Carter Products: Arrid. 30 min.; Little Liver I'ilU, 60 min.; Itand- 
stund ; .\I-I'; 20 min.; True Confessions; rot., 5 iniii.; W oman In My 
llnusr; rol.; 5 min.; One Maix's I unnh : rot,; 5 iiiiii.; I'rpjirr Young's 
Family; rot.. 5 min.; Sews of The World; Tu,\\',Tli; 15 min.; Moni- 
tor. >;i,>u; 35 niin. 

Chrysler: Dodge; Monitor; Sa,Su; 30 min,, 7 30-scc. 
DeSota: De'^fito cart; You Bet Your Life; Sa; 30 rnin. 
Evangelistic Foundation: religion; lUlile Study Hour; Su ; 30 min. 
Ex-Lax: I'x Lax; Monitor; Sa,Su; 1 30-.«ec., 5 6ser.; Bandstand; 

.'I'li.F; 2 6>^.r., 2 30--r.; 1',-pper Young\ Fttmdy . \I-\V; 5 
niin.. 2 30--(t.; One Man's Family; \I-TIi F; 10 min., 1 .30-»-e.; 
People Are Funny; \\ ; 5 mill.; Great (jilderslen r : 5 mill.; 

Lile & The World; Tli; 5 miii. 

General Faods: Instant Postum. J<-ll-0; Handstand ; .\I-F; 25 rain., 
15 6-'^ee,; Pepper Young's Family; M-F; 25 min.; Truth or Conse- 
quences; M F; 15 6-sec. 

General Mills: f !lie( ri<)>i; Monitor: ^a.^ii; 50 min.. 10 30-'-»-c; Hi-tty 
Crocker; Truth or Consequences; \I K; 25 min.: lakc iiiivc'.; Hand- 
stand: M l'; 5 30-scc.: True Confessions: M.W.F"; 3 30-'-<t.; File 
St'ir Matinee: M-F: 25 min.; If'oman In My House; T.Tli ; 2 30-cc. 
General Motors Corp.: CMC. triirk*; \ei(,s ol the World: W.I'.V; 
15 min. 

Gillette: Gillette prods., Paper-Mate, Toni prod.; Boxing llouts; F; 
25 min. 

Grove Labs.: No-Doz; News of the World; W,Th.F; 15 min. 
Hotpoint; various; Handstand ; .M.\X".Th.F; \ 30'.ec.; V: 5 niin.: 
One Man's Family: Tii F; 10 min.. 2 30-'-<t.: Five Star Matiner: 
\l.\\ ; 2 30-src.; Pepper Young's Family: Tu.Tli.F: 3 30-<.er.: 1/oni- 
tor: >a.>ii: 10 min., I 30»er. 

Lutheran Laymen's League: religion; Lutheran Hour; Su; 30 min. 

Mack Trucks: Trucks; Monitor; F,Su; 15 rain. 

Midas: car mufllers; Monitor: ^11; 5 min. 

Morton Salt; salt; Alex Dreier — .Seus; Sa; 5 min. 

Mutual of Omaha: insurance; On the Line With Considine; Su ; 

15 min. 

Northwest Airlines: air travel; Monitor; '><a..'^ii ; 25 min. 
Pabst: beer; Great Gildersleere ; Tu; 1 30sec; People .-Ire Funny; 
W; 1 30-sec.; Y— One; Tli ; 1 30-'ec.; Sightline; T-Tb: 0 30.'»>c.: 
Monitor; F-Su; 60 min., 16 30 sec. 

Pan American Coffee Bureau; codec; Truth Or Consequenrrs : 
.M F; 5 min.; 1 30-sec. 

Pepsi-Cola: Pepsi-Cola; Monitor: Sa.Su; 50 min., 10 30scc. 
Plough, Inc.: St. Joseph aspirin, children's aspirin. Dr. Edward's 
olive tablets. .Mexana; Monitor; Sa.Su; 55 min., 9 30-s«r. 
Princeton Knitting Mills: mutation coats; Monitor: Sa.Su; 50 min. 
Quaker State Oil; motor oil; Monitor; Sa.Su; 30 min. 
Ralston-Purina: feed division; Uarkness — .Veirs; M F; 2.5 min. 
R. J. Reynolds: Camel: Sews ol the World; .M-F; 25 min.; Prince 
Mberl ; Grand Ole Opr\: Sa ; 30 min. 

Richfield Oil: oil product*; Richfield Reporter; ^\\-7 : 90 min. 

Simoniz: '^imoiiiz; Monitor. F.Sa; 35 min.; Su; 6 30-'ec. 

Skelly Oil: oil: Alex Dreier Veu?; M Sa: 90 min. 

Sleep-Eze: -.Itcp aid»: People ire Funnr: W : 5 min.: Lite S: The 

florid: T.Th: 10 min. 

Sterling Drug: Halev'i M O; Bandstand: M.W.F; 15 min.: Five 

Star Matinee: M-F; 25 min. 

Sun Oil: oil: Three Star Extra: M-F; 75 min. 

Time, Inc.: Life magazine: Hourly Sens: \I-F: 110 min.. 21 30-»ec. 
Vaice af Prophecy: religion: Voire ol Prophecy : "^11; 30 min. 
Waverly Bonded Fabrics: fabric' : Monitor: Sa.Sii; .50 min. 



^ SPONSOR ASKS 



Is program mood really important to selling a product 




Harold M. Spielman, »"io/- Account 

Exi'ctiiit e, ^rltwerin Kcscarch (.orp. 
Of course it i*. E\ eii in radio's lic) - 
da^ . wlieii dimes ^\ere being spent 
a<jaiii>t toda} t\ dollars. ad\ertisers 
were aware of the need to find pro- 
grains that would live coinpatihh \vith 
their product s image. For those for- 
tunate or astute enough to sign on with 




''blood on a 
(lark cobble- 
stone street'' 



a Jack Henii} or a Fibber McGee and 
Molh. the search was happily re-olved. 
Then along came tv. a new medium 
w ith the same old problems — and man\ 
new ones — to bedevil and perplex. 

As a researcher organization, SRC 
enjo}s the advantage of prc-testing and 
experimenting with both commercials 
and formats. One classic example of 
product-program incompatibility we 
turned up was that of a dessert com- 
mercial which did fairly well as the 
second spot in a situation comedy. 
The sponsor \\as considering a crime 
series, however, so we tested the com- 
mercial in the middle of one edition. 
The first act of the edition in ([uestion 
ended with a victim lying in a pool of 
blood on a dark cobblestone street. 
\t this j)oint the commercial inter- 
\ened. It opened on a close-u]) of a 
lusriou«i strawberry >undae. You can 
j)rol)abl) guess which program the ad- 
^erti^er chose. 

Not all examples are as gross as 
this. One SUC client shared a seg- 
ment of a iiiulti-s])()nsored daytime 
studio ( onle-tant >how . He wanted to 
know how well his commercials ^\ere 
doing in that >pot. So we te-^ted them 
-once in their regular position, then 



in an earlier segment of the ]jrogram. 
The commercials were inucb more ef- 
fective in the s(;cond instance. This 
portion consisted of contestant inter- 
views b) the m.c. and was fairh re- 
laxed. Vhe segment in which the 
commercials had been appearing vvas 
full of tension and confusion: the 
winning contestant was chosen and 
awarded an endless array of brand- 
name prizes. Between the suspense of 
choosing the winner and the j)lethora 
of prizes, the sponsor s commercials 
were nearh suffocated. 

The relationship of program "cli- 
mate" to commercial becomes most un- 
certain, less capable of being played 
b} ear. when we turn ( as the economic 
s(jueeze has forced so many adver- 
tisers) to the multiple-sponsored ]jro- 
gram. 

Here the problem of product-com- 
patibility asserts itself. For instance, 
can a deodorant and a food commer- 
cial coexist productively as participat- 
ing spots? Or an airline and a car 
commercial? Or a mouthwash and a 
cigarette? 

One example that will suffice to il- 
luminate the subtlety of the problem 
is a study of sugar cereal commercials 
we tested with an audience of young- 
sters. When Brand A shared time 
with other food commercials it did 
relatively well. But when it was fol- 
lovved h\ a shoe commercial it was 
completely ineffective. Evidently the 
shoe-foot-cereal association created an 
image that worked to the detriment of 
the cereal. 

In other words, everv product has 
what might be called a "sensitivity fac- 
tor." The higher the factor the more 
likelv it is the product will be affected 
b) other commercials sharing the same 
entertainment context. 

As the economic squeeze forces the 
advertiser to >hare sponsorship of high- 
budget network shows, this problem of 
product compatibility has become al- 
most as important an element in ])ro- 



gram "cliniate' as the entertainment 
itself. The prudent advertiser will not 
let this area go unresearched. 

Albert Shepard, Exectuhe Vice I'red- 
dent oj the Institute jor Motivational 
Research, Inc. 
We are used to thinking of a television 
commercial as an entit) in itself, sur- 
rounded by program. While most of 
us are aware that the mood of the ])ro- 
grani has some relationship to the ef- 
fectiveness of the commercial, none of 
us, 1 think, would care to make any 
fast rule? about this relationsbi]). 

One of the things we have found 
helpful in our own t\- testing is to re- 
\ ise our attitude tow ard the commer- 




"Johnson's If'ax 
uses a gently 
buzzing bee" 



cial it!-elf so that we no longer think 
of it as a self-contained entity but 
rather as a pause, which must fit the 
psvchologv of the pause. 

The commercial is related to the 
preceding or following ]3rogram h\ a 
certain rhv tbmic com])limentation. This 
does not mean that the commercial 
must match the mood of the program, 
but it must compliment it in some wav 
if it is to fit the psychology of the 
pause. 

The function of the pause, in ain 
theater or musical program or in any 
daih activitv is not to continue the 
same emotions and gratifications v ou 
received in the main portion of the 
program but rather to offer a change: 
from tension to relaxation, from antici- 
pation to fulfillment. 

The a])propriateness of the commer- 
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cial to the [)rtij;rimi iiiii>t In- iiiidfi- 
sti)i)(l in ii |)>\ clinlo^iical >eii~i'. We 
iniisL r('C()f:rii/c tliat people turn on a 
paideiilar (elevi^ion profirani to fiilfrll 
certain needs of tlii'ir own tlie\ want 
to lie arniiM'il, llie\ want a lift. tlie\ 
want e\cileni('nl. The eonnni'it iai l an- 
rn)l escape this |)a>ic ps\cliolo':ical 
nieclianisrn and .-o, before a coninier- 
rial is placed within a certain >ho\\, 
wc must deterniine whether or not this 
is the kind of conmicrcial \\hi(di will 
>utisf\ the need people are likeU to 
have while the\ are watchinjz this pro- 
j;rarn. 

I\)r instance, people who turn on 
a suspense show expect and need a cer- 
tain t\pe of mood created for them. 
\n(l the\ also expect that tin' coni- 
niercial will rin thinicalh compliment 
that mood — h\ hreakiirg it. h\ oflerinj; 
a release from tension at the appro- 
priate time. 

To take a difTerent exaniple, Hall 
of Fame or Kraft Tlicatrr creates a 
(pialitN showcase within which >trai<iht- 
forward prodnct information meets 
the intermission mood and oilers the 
p^\ cholojiicall) correct profrram pause. 

Then again, a pan«e in the middle 
of a program is difTerent from a pau-<e 
at the heginning or the end. llie same 
commercial which might he efTecti\c at 
the end. would he ps\ chologicalK in- 
appropriate at the heginning or in the 
middle. Johnson's wax. for instance, 
uses a gentl) hn/.zing hee to tie it.- 
various products together at the end 
of a program. It ofTers the \iewer an 
eas\ -going, sit-hack-and-relax atmos- 
phere appropriate at the end hut not 
at the middle of the program. 

A tele\ i?ion commercial placed w ith- 
in a program framework cannot he 
judged as if it existed in a \ acuum. In 
fact, the viewer percei\ es a Saran w rap 
connnercial difTerentIv within the 
framework of a Godfre\ program from 
the way he might ha\e percei\e(l it on 
Medic. Its effect ivene>s nmst he judged 
in context. 

Herta HeriOg, director of research, 

McCann-Erickson. .\ew York 
1. Is the atmosphere, the climate, or 
the type of the program really impor- 
tant to the effecti\eness of the commer- 
cial? 

It goes without saying that the tone 
and character of a commercial should 
not clash with the atmosphere of the 



WCSH-TV... 

A BILLION DOLLAR MARKET 
IN 13 NEW ENGLAND COUNTIES 




WCSH-TV delivers "sales-effective" coveroge of 13 counties in 
Moine ond New Hampshire where 78% of all the 221,990 households 
are television homes — WCSH-TV is one of the major influences in this 
billion-dollar market where 81"!) of income is spent eoch year! 

WCSH-TV 13-COUNTY MARKET 





Maine 


New Hamp. BONUS 


Total 




9-countie$ 


4-couotie$ 


1 3-countie$ 


Households 


169,460 


52,530 


221,990 


Cons. Spend. Inc. 


$795,389,000 


$266,015,000 % 


.061,410.000 


Retail Sales 


666,793,000 


216,329,000 


883.122,000 


Sales by Store Type 








Food 


191.787,000 


61,430,000 


253,217,000 


Drug 


19,255,000 


4,289,000 


23.544,000 


General Merchandise 


70,267,000 


13,351,000 


83,618,000 


Apparel 


34,218,000 


10,201,000 


44,419.000 


Home Furnishings 


26,553,000 


8,275.000 


34.828,000 


Auto 


121.651.000 


43,640.000 


165,291,000 


Filling Station 


46,046.000 


17.676,000 


63.722,000 


Source: l-l 


-57 SRDS e * n 


la+es ' consu er ma'^ke'^ 





Put Your Message Where The People Are! 



WCSH-TV Portland, Maine 

Channel 6 100,000 Watts 

Represented by: WEED TELEVISION CORP. 
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SHE'S 

the world's most 
important 
purchasing agent... 
and in Portland, Oregon 
and 30 surrounding 
counties, her station 

is KOIN-TV. 

Her reactions 
are as interesting 
as KOIN-TV's 
ratings. 
Fantastic ! 
The g entlemen 
from CBS-TV 
Spot Sales are 
not unwilling 
to confess 
everything . 



pro<;rain to the jjoiiit where the viewer 
is acti\ely antagoiii/ecl. f^ut this does 
not mean that the tone of the coiii- 
niercial and that of the adjacent jjro- 
gram material must always blend to- 
<;ether so that the viewer is hardl\ 
aware where one leaves ofT and the 
other hejtins. In some instances well 
concei\ed incongruity in setting and 
St) le may actually work as a relief and 
serve to capture the viewer's attention 
and to underline the change of subject 
matter. 

Siinilarl). for maximum enicienc), 
the commercial must be aimed at the 
audience grouj)s pre-selected by the 
program material: viewer character- 
istics should, as closely as possible, 
match customer and prospect char- 
acteristics. Rut within these limita- 
tions, the same jjeople can be ap- 
proached in many different ways, de- 




"well conceited 



^ incongruity 



pending on the nature of the product 
to be advertised, its essential interest 
for the consumer, the image it evokes 
in the public mind and the role the 
advertising is expected to pla) . 

In short, 1 do not believe it is pos- 
sible to give a general answer to your 
question: program "climate" is cer- 
tainly an important means available to 
heighten commercial impact but the 
function of the commercial in the par- 
ticular case would determine the extent 
and the manner in whcb this factor is 
utilized creatively. 

2. How does the climate of other 
commercials affect your product on 
participating programs? 

In any program w ith more than one 
sponsor, and with the normal interval 
between commercials, the critical re- 
lationship appears to be the one be- 
tween the commercial and the pro- 
gram, rather than among the conmier- 
cials themselves. Over the course of an 
evening's viewing, the audience is ex- 
posed to commercials that range o\ er 
a w ide \ ariet) of products and st\ les of 
presentation. It seems unlikely that the 
reception of another, for a different 
sponsor, after a time interval, even 
where the program is the same. ^ 




.... when we should be quoting 
folks like Mrs. R. 0., who says, 
"We are newcomers to Topeka, and 
from the very start it has been your 
radio station that made me feel 
at home here. Your announcers 
seem like old friends, and you offer 
programs of quality and genuine 
interest. Keep up the good work!" 

5000 WATTS • TOPEKA, KANSAS 
Rep. by John E. Pearson Company 





modern'sofa!" 

Commercials on WTtX-TV have 
a wav of getting residts— because 
WCN-TV progrannning keeps 
folks wide-awake, interested - 
and lattchinp. For proof, let our 
speeiaiists fill von in on some siir- 
pri>ing \VGN-T\ ease iii>tories 
and discuss yonr sales problems. 



Put "GEE!" in your Chicago sales 

wt WGN-TV 



Channels 
Chicago 
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Xtilioiiiil (iiiil rrfiiiintil spot hm.^ 
in ifiirk now or trrrnth fornj'lfli'il 



SPOT BUYS 



TV BUYS 

Commercial Solvents Corp., New York, is jioin^i into \;iiinii-. in.ii- 
kfts to |>rtiin<)t(' its l'c;ik Noiwii) iiiiti-firtv.c. Sclicdiilf will kitk-olT 
in l;it«' Sc|>tfiiilit'r for six weeks. Nij;littimf iiiimitfs iiiid tliiiiiihi i';ik- 
ill lie |>iiifluist'(l, with a nialf lUKlieiicf in iiiiiul. |{u\iii<; li;i- not 
liceii coiiiplftcd. Hiner: nt'iiiic Kiisimisseii. Aj;(mu \ : Puller \ "^iiiitli 
i I{oss, Xou York. 

Sterling Drug Inc., Nationnl Hrands div.. New ^ ork, i-^ t'litcriiij; 
.scattered markets to ad\erti>f its Dr. (Caldwell's la\ati\e. Scliednle 
will bejiiii U Se|>teniber ami will run tliroujili the end of the \ear. 
Minute announeements w ill he slotted durinj; da\time hour». Momla\ 
throujih Fri(hi\ ; averajie fre(]uene\ : three jier week. i?u\iMj; ha> ju^t 
he"un. iUi\er: Kosc-Marie \'itaii/a. A";en( \ : Carl S. iSrown. \. ^. 



RADIO BUYS 

Esso Standard Oil Co., New York, is planning a (-ampai<;n in ahont 
30 markets for its jjas and oil. Starting; date is not \el firm: »eliedule 
will run for some nine weeks. Se\ en-second e.t. s will be >che(hiled 
»Uirin<; traffic hours weekda\s and throughout the day SatunhiN and 
Sundax. Fre(|uenc\ will vary from market to market. lUninp hn- 
not he«;un. Hu\er: Sv Coldis. Agcnc\ : McCann-iCrickson. New York. 
( \<;enc\ declined to comment. I 

E. I. DuPont De Nemours, \ew York, is purchasing announce- 
ments in about 40 markets for its Zerex anti-freeze. st'ONSOlt learned, 
Adilitional markets will he used at a later date. Cam|)aipn [>e<;ins ](> 
Septend>er for four weeks. Minute and 20-secontI e.t. s will he sched- 
ided (hiriuf; daytime segments throughout the week; fre<|uenc\ will 
depend upon the market, i^uyinp has just begun. iUiyer: Tci\ W al- 
lower. Agency: Hni)0, \eu York. (i\genc\ declined to connnent. I 

Thomas Leeming & Co., New York, is using the top 100 markets 
to advertise its Hen-Gay. Paccjuius' Hand Cream and Silk N >atin 
Lotion. SPONSOtl understands the schedule will start 29 September 
for 21- weeks. Minute announcements will he jilaced thronghont the 
«lay during the week. 12:00 a.m. to 6:00 p.m. on Sundav. aimed at 
a women s audience. Saturation fre(|uenc\ will varv from market 
to market. Buyer: Dick Driscoll. Agencv : \\ ni. Est\ Co.. New ^ ork. 
(Agencv declined to comment.) 

RADIO and TV BUYS 

J. H. Filbert, Inc., Haltimore. is entering Kastern markets to |)ro- 
mote its margarine. lvadio-t\ campaign will kiek-ofl 2t \ugust for 
10 weeks, aimed at a women's audience. In t\. chainbreak-. I.D.'s 
and minutes will be scheduleil Mondav through Saturdav. with an 
average of four to six spots j)er week in each market. In radio, min- 
utes will be aired Monda\ through Saturdav : frecpiencv : 10 per 
week. Buving i> not completed. lUiver: Tom O'Dev. \genc\ : S>C15. 
New ^ ork. 



( 
I 



Down SHREVEPORT way 
I , h/, our folks 
-~V'M A^'^ know their 
'-ni,V<: BRANDS! 




SI KAiS!V / 




"CauM- <M.ooo I5H \^l)■co^^c^o^b 

Nei;ro li-lener~ Iniv tin- l)rari(l- tlie 
KANV IM:I{>0N M.ITIKS ^ELL, all 
day. every liay. 

In the Slirevepnrt area, wlirrr Neproc-- 
receise l.'iC out <>f r\erv pavrnll Hol- 
lar. K'\NV i- thr O.NI.Y \LL-M:- 
GI!() I'HOGK \M STXTION. 

Di-trilintrjr- report that BI! \.NL) ~ale~ 

jump daily Xnd advcrii-er'- 

j'nni> to renew their K \N\ c<'ntract~I 

JUMP NOW! Let KANV 

RING 
THE BELL 

for you! 

Write, call or wire the KANV 
Representative in your area — NOW! 



ANY 

i&SO kc - 250 Watts - DAYTIME 
tkiOHLYUL KSM PMSHAM State It 

SHREVEPORT, LOUISIANA 
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The one large concentration of your key women customers in the Minneapolis-St. Paul are. 
is provided every weekday afternoon by Arle Haeberle on WCCO Television. This is the only 
TV women's program produced in the Twin Cities. And Arle's Food-Fashion-Feature formula 
gets complete attention of the home-makers who set the buying patterns. The payoff is sales 
results. Arle Haeberle gets results AROUND THE TOWN. Ask Peters, Griffin, Woodwai'd. 



WCCO television ""^^^^^^^'^ Channel 4 

CBS TELEVISION IN THE NORTHWEST 





00 
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I{ri>i>rt\ unit ciiil\iiilt"i nfn\, Irt-ntls, 
<il)iiiti)ii!t fur film bii)cr\ and sflUr^ 



17 AUGUST 

Ctvyrlghl t9)7 
SPONSOR PUBLICATIONS INC. 



FILM-SCOPE 



l.ikr llir I'n-iicli liMiir. smkI icntril liliii Ii;ih no fixed |»ricr iiiil\ i\ li\|i<i- 

lli(-tit\il |iai'. 

So iiiiiii\ >tiiti<>ii> li.i\t> .i-k»»l wliiil the lalot tiiiotatioii* air that I'l L.M-S(!()I'K In-t 
wcrk l(M»k ;i t*nr\c\ of uniii^ riilc?* for the New V(»rk inarkcti^. Note that tlirt«c 
;irc iKit actual .miles triin.Hactioim — merely tlie (|ii(it(Ml fi^iures if (uil) tlir New York 
market is iii\ til\ cd. ilerewitli ^nmc major cxamiiles: 



ri ri.K 


.s^ M)I( VTOIl 


III \ 


I'llK.K 


iiarhor (^>miiKiiul 


Ziv 


ht 


.<il,.7(K) 


Hoots 'ii Saddle" 


MiC 


i-t 




Mama 


(lis 


p 0 rerun 


2.()r.(» 


l(. i-t 








Janet Deaiie l!.N. 


Cnild 


Uerun-< 


2(M» 


Conrad Najiel Tlieatcr 


(;uii(i 


IteruiK 


2(M) 


()niniliu> 1 re-editcd 1 


CI5S 


Uernn 


2.176 


l)oiif:KTi Fairbanks I're-cnI- 


\r.C Film 


2nd 


\sm 


i?ilT leaker 


MC\ 


3rd 




Ma\ or of llie Tow ii 


MC\ 


2nd 


1.200 


District AttoriicN 




f22— 2n(l 


2.000 


Zi^ 


.76— Srd 






Science Fiction Tlicaler 


Zi^ 


.Hrd 


2.000 


Fa\oritc Stor\ 


Zi^ 


2nd 


L.'iOO 


Dr. Christian 


Zi^ 


2nd 


2..S00 


Martin Kane 


Ziv 


i-t 


.S..1OO 










Looks IIS tiidii^ii tile .«yii 


(licators will iia\e i 


> <;oo(i .source of 


lMii<inr{<i< tliiH 



from Edsel dealers. 

First l)U\ reported amoii-: these new l\ created franchise-holders: Victory at Sea on 
\\',|\\'-'r\'. Cie\(>iaii(i. Slartiiii: date is next month- when the ear itself appears. 



In the negotiations hctween the seller and l)U\er of film feature lihrarie? iiiiicli i« 
said aiioiit tiie "ratings" the pictures ori«;iiially <:ot from tlu* critic*. 

\ statisticalK -inclined film bu\er for one of the New ork station? assenihled infor- 
mation on the \arioiis major studio iihraries and fisurcs that the numher of "star" 
a\var(ls dixides up tiius: 

l->tar film-. 1(^'< : .3-star film*. 20' < : hctween 2 and ' -j stars. MV ( ; films with iio^^tar 
ratinir>. lO','. 



\o\\ that T(nii ()\Neil ha- disposed of Mutual liroadca-tinp S)stem. lie intends to 
follow up l»v <:ettin<: rid of his syndication operation. 

Rca-on : So IJKO Tclcradio can (•(Uiceiitrate (Ui ii("twork film shows. 



r\ trend- arc catchiiif: on fast in .Mexico: Barter appears to he making headway 
there, land heinp exchanjied for stati(ui time. 

\\ itii great tract- of property a\ailal)lc throughout Latin- \iiicrica. some of the higgrr 
-tatinn operator- could wind up as real haroii-. 
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FILM-SCOPE continued 



liccaii-^c of its flcxiliilitN . .s\ luliratcd film I<'h<Im ilwelf Ut aliiiOAt any kind of mar- 
k<'liiifi Mirah'gy. 

Last week FML.M-SCOPE reported that Xabisco was using 14 diflereiit shows in lo mar- 
kets to capitalize on regional tastes (10 Augu«t, page 54j. 

1 his week an example of the ojjpositc side of the coin turned up — ihv. siinilai'ity of 
iialioual lash-. Snrpri>ingly. the proof Vwe in Los Ang<'lo8 aii<l New York - two eitics 
that arcn t supposed to have much in common exeejjt that each has 7 tv station?. And yet 
l>roa<l<'asl<'rs and advertisers ar«' playing tln'ni as if lliey were twins, thus: 



FILM 


N.Y, ONLY 


L.A. ONLY 


BOTH CI 


\d\ cnture 


*) 1 

31 


66 


22 


Cartoons 


4 


2 


2 


Children's 


1 


1 


1 


Comedy 


16 


17 


11 


Drama 


14 


10 


5 


Documentar) 


7 


5 


4 


lnter\ ic\v 


0 


1 


0 


]SIyster} 


19 


14 


11 


Musical 


5 


3 


1 


Science Fiction 


2 


2 


1 


Sports 


2 


2 


2 


Travel 


0 


1 


0 


Western 


10 


12 


o 
o 


TOTAL 


111 


103 


68 



In short, almost two-thir<ls of the sponsored films nsed in both eities in the 
first qnarter of this year were i<lentieal, and the rest showed a marked similarity as 
to type. 

During the same inten^al, both eities had a total of 2.53 national and regional advertis- 
ers using syndicated film. Forty appeared in both markets — 23 food and household 
sponsors: 6 drug: 6 toiletries; 3 tobacco; 2 clothing. 



Thoughtful remark by an industry obsen'er this week: ""'Tlie reason you don't fin<l 
many regional tv networks is that film does this flexible joh." 

Tl'A and Oflieial are sales eon>p<'litors, but that doesn't prevent Tl'A from 
helping Official earn some prodnetion dollars. 

For instance: TPA is set to produce a telefilm scries at the Sapphire Studios in Eng- 
land. Official Films owns 25% of Sapphire. 

FLASHES FKOM THE FILM FRONT: Cohen & Alesliire is gathering availabili- 
ties for syndicated half-hours on the West Coast in behalf of Frenchellc Salad Dressing 
. . . California National j)ut the Union Pari fie series before the cameras at the IMGM lot 
this week; 39 episodes will be made for s\ndication . . . Derel Producing Associates have 
set a deal with Governor T\ Attractions for U.S. distribution of the 15-nunute Herman 
Hiekman football-forecast telefilm scries . . . Lakeside TV. distributor of CBC's s\ndi- 
catcd series Tomahawk, will offer company stock on the open njarkel in September. 

CBS-T\ Film Sales has sold 130 episodes of Our Miss Brooks, just released for 
>\ndicalion. to stations in \cw York. Detroit. Philadelphia. Los Angeles, and Cleveland . . . 
\\'TOP-TV j)urcbascd 96 firsl-rin> \S''arner IJros. features for fall slotting . . . MCA's 
Slate Trooper has been renewed in 72 markets by Falstaff Brewing and in six markets 
b\ C. Schmidt & Sons. That scries also has been sold to the Fort Howanl Paper Co. 
in four Wisconsin eities. 
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ie" «laclcsonville leads 
«Ko FLORIDA parade 

SEPT. 1st 

WFGA-TV 

Channel 12 



TV Sets 
Population 
Buying Power 
Retail Sales 



JACKSONVILLE, FLA. 
becomes basic 



NBC 



For A Service Area of 64 
Florida-Georgia Counties 

228,997'" 
1,511,300''' 
$1,785,944,000 
$1,562,627,800 

(1) Televiiion Magazine, July 1957 

(2) Sales ManagemenI Survey af Buying Rawer 1957 



(2) 



(21 



WFGA-TV • Channel 12 • VHF 

equipped for FULL COLOR • 1000 ft. tower 

Top Power 316,000 watts • JACKSONVILLE, FLORIDA 





Peters. Grikfi.n. 
Woodward. ISC. 

LxdmiK SjikuI RifrtitiutiKt 
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MACBETH: \F/jat is the night? 

LADY AlACBinil: Almost at odds 
with the niOYJiijig. which is which? 




(MACBETH, ACT III, SCENE IV) 



Lady Macbeth knows her SPOTS 

(^bloody or otherwise) 

Even though Shakespeare anticipated PGW by several centuries, he 
was right about Night time Radio, 1937 style. Whatever small differences 
exist between morning and nighttime radio are actually in 
favor of nighttime ! 

PGW recently completed a study of et'ery PGW-represented station 
with a complete Pulse report (23 of them, representing over 31 
of all U. S. homes). This research shows that you can reach 

9.6% MORE RADIO HOMES 
BETWEEN 6 AND 10 PM 
THAN BETWEEN 6:30 AND 9 AM, 
AT THE SAME COST 

Or, to put it another way, you may reach 

1000 HOMES (6 to 10 PM) FOR 73 CENTS 

1000 HOMES (6:30 to 9 AM) FOR 80 CENTS 

These challenging facts are worthy of your intense interest. 
Want a copy of the report.' 



Pioneer Station Representatives Since 1932 




NEW YORK 

250 Pmk Aienue 

Yukon 6-7900 

CHICAGO 
Pruileiilial Plaza 
rraiiklin 2-6m 

DETROIT 
Penobscot lildg. 
Woodward 1-4255 



ATLANTA 
Glenn liiiilding 
Miirr.n 8-5667 



FORT WORTH 

4n(, ir. Setenll) St. 

Edison 6-3349 

HOLLYWOOD 
1750 iV. Vine St. 
Hollywood 9-I6H8 



SAN FRANCISCO 
Ri/ss Bnilding 
Sutter 1-3^98 
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NEW 



/ iirrLI\ lisliiiK <ij < liniifLi's 
III llir xid I fi liMiifi xiiiil hni<i<l<ti\l lifltls 



^ f 



NEW ON TELEVISION NETWORKS 



SPONSOR 






AGENCY STATIONS 


PROGRAM, time, itort, duration 


Florida Citrus. L.ikcl.ind 


CBS 


102 


BOB. NY 


Edue ot Niijht alt Tu -t -IS S pm 27 Aug -tO wks 


Florida Citrus. L.ikcl.ind 


CBS 


102 


BOB, NY 


EdRc of NiRht alt F -t 4S-5 pm 23 Auq ■12 wks 


Cliddcn Co, Cleveland 


NBC 


S9 


Meldrum Cr Fcwsmith 


NBC News, alt W 6 ■15 7 pm, 11 Sept S2 wks 


Phihp Morris. NY 


NBC 


HO 


Arcr, NY 


U■^^l'lon M 10- II pm M\ ' j hr 7 Oct S2 wks 


Pillsbury. Minneapolis 


CBS 


113 


.Cjmp Mithun. Minneapolis 


As The World Turns Th 1 -tS 2 pm 1 Auq S2 wks 


Pillsbury. Minneapolis 


CBS 


139 


Camp-Mithun Minneapolis 


r-Sec nf Niirht Th -t 4S S pm 1 Aug 52 wks 


Qu.iker O.its. Chi 


NBC 


M9 


Needham. Louis, Brorby Chi 


),»ne Wyman Show alt Th 10 30 11 pm 26 Sept S2 wks 


A. E Staley. Decatur 


CBS 


100 


Ruthrauff & Ryan Chi 


Art Linkletter't House Party alt F 2 •»$ 3 pm 








6 |uly. 26 wks 


Sweets Co, Hobokcn 


NBC 




No iRCncy 


Mjcy's ThankMjiving Day Parade. Th 11 am-12 N 'j spon 










2B Nov only 


Swift 0 Co, Chi 


CBS 


105 


Mo-E. Chr 


As The World Turns alt Tu 1 ■tS-2 pm 23 )uly 6 










and 20 Auq only 


Swift & Co. Chi 


CBS 


105 


Mo-E Chi 


As The World Turns, alt F 1 4S 2 pm 2 Aur 52 wks 



RENEWED ON RADIO NETWORKS 



SPONSOR 

Hamm Brcwin;;, St. Paul 
LOM, New York 
fbC Cincinnati 

Schick, Lancaster 

Schlitz Brewing Co, Milwaukee 

Toni, Chicai;o 



AGENCY 

Camp-Mithun, Minneapolis 
DFS. NY 
Y&R. NY 

BOB, NY 
)WT. Chi 
Tatham-Laird. Chi 



STATIONS PROGRAM, rime, sfarf, duration 

CBS 33 Person to Person; alt F 10 30-11 pm. 6 Sept 52 wks 

NBC 168 Dragnet; alt Th B 30-9 pm: 26 Sept S2 wks 

CBS 1SS Lineup lonto Undercurrent 19 julyi; alt F 10-10:30 pm. 

S |uly. S2 wks 

NBC 16B DraRnct; Th B.30-9 pm , 3 Oct. 52 wks 

CBS l-t7 Schhti Playhouse: F 9 30-10 pm; A Oct. S2 wks 

CBS 91 Hotel Cosmopolitan; alt Th 12-12 IS pm; 29 |uly. S2 wks 



BROADCAST INDUSTRY EXECUTIVES 



NAME 

Frank Boehm 
Bill Buckley 
William Crumley 
loseph P. Dougherty 
Charles C. Hoffman 
Ralph Maitland 
Robert E Ncwsham 
lames F O'Crady 
Seymour Reed 
Ronald R. Ross 
S. |ohn Schilc 
Frank O Sh.irp 
Tom Schcclcy 
Simon B. Siegcl 

Tom Slocum 
Edmund M. Smardan 
|im Terrell 
Peter Theg 
Oliver Ward 
George W. Yaiell 



FORMER AFFILIATION 

Adam Young, NY, head of ta<i\o research 
Buckley-Loomis Productions. NY. prcs 
Adam Young, NY, vp in chg of research 



Wilding Picture Productions, dv mgr 

WFIL, Philadelphia, ntl sis co-ordinator for radio & tv 
Adam Young, Chi, mid-west sis mgr 
Official Films. NY. treas & member of board of dir's 
WOWO. Fort Wayne, public service & prod dir 
KLOR. Portland, gen mgr 

WFBM & WFBM-TV. Indianapolis, personnel dir & pgm mgr 

Amer. Brdcsting-Paramount Theatres & ABC. NY, 

treas of both 
WKZO-TV. Kalamazoo 

Henry Cerstenkorn Agency. LA. acct supvr 
WKY-TV, Oklahoma City, ntl sis mgr 
WMTV, Madison, stn mgr 
KMOX, St. Louis 



NEW AFFILIATION 

Same, vp in chg radio-tv prom & sis service 
Roger Wade Productions. NY. prod chief 
Same, asst to pres 
WAAM. Baltimore, sis mgr 

Bureau of Broadcast Measu'c-icn*. lo--,-'-> C"-''i ---- ■ 

Transfilm Inc. Pittsburgh, div mgr 

KYW TV Cleveland, asst sK mgr 

Sam», vp in chg mid west sis 

5ame. plus exec vp 

WPTA. Fort Wayne, gen mgr 

KMSO-TV & KCVA. Missouli gen mgr 

Same, admin asst to management 

KELO-TV. Sioux Falls, head of ops 

Same, plus co-ordinator betw ABC owned tv stns. b nework 

KEY-T. Santa Barbara acct exec 

Blair-TV. LA, acct exec 

Same, comm mgr ntl & local tv sis 

Same, gen mgr 

|ohn Blair & Co. St. Louis acct exec 
W|LS. Beckley. W Va, stn mgr 



ADVERTISING AGENCY PERSONNEL CHANGES 



NAME 

Robert F. Anthony 
Stanley C. Bahnsen 
Mike Barone 
Robert I. Blumcnthal 
Clifford W. Davis 
Irvin Dunston 
Patrick | Flaherty 
Thomas R Ceisinger 
Edmond Cray 
William B. Hinman 
|ohn D Kellcy 
Eve Kiely 
Robert T. Long 
Charles E Midgley, |r. 
Edward W. Murtfcldt 
David Ofner, |r. 
Thomas D. Paff 
Frank P. Rolfes 
Howard E. Sands. |r. 
lack E Schneider 
Richard C. Wright 



FORMER AFFILIATION 

Allman Co, Detroit, acct supvsr 

Seattle Times, merchandising mgr 
Robert W. Orr, NY 

General Foods, NY eastern reg'l sis mgr 
Pharmaceuticals. NY. dir of marketing research 
Grant Advtg. Chi. acct exec & copywriter 
Mennen Co. new products mgr 
Kenyon-Eckhardt, NY-Chi, tv-radio comm supvsr 
Lambert & Feasley, NY 
TV Bureau of Advtg. NY. tv sis 
Earle Ludgin, Chi. acct exec 

Tatham-Laird. Chi, writer-prod radio & tv and group supvsr 
Ted Bat2$. NY. mgr media dept 
BOB, NY. vp 

.Club Aluminum Products. Chi, asst advtg mgr 
N W. Ayer. NY. plans merchandising dept 
Blair TV. Chi. acct exec 
BB. NY, acct exec 
HotDoint. Chi, merchandising mgr 
WjW-TV. Cleveland, pgm-ops dir 



NEW AFFILIATION 

Same, head of sis promotin div 
Zimmer. Keller & Calvert Detroit acct mgr 
Advertising Counselors. Seattle. \t acct exec 
Reach McClinton, NY acct exec 

Lepnen & Newell. NY sr vp & dir of merchandising 

B&B. NY. project dir in research dept 

Same Dillas public rcl's dir & acct exec 

Law-cnce C Gumbinner Advtg. NY marketing supvsr 

North Advtg Chi. head broadcast prod 

Same, media dir 

Katz Agcy. NY. tv sis 

Geoffrey Wade Chi. acct exec 

Geoffrey Wade. Chi. tv writing & creative work 

Same, plus vp 

Same, plus mcmbc' of board of dir's 

FCcrB Chi. media rr -^rchandising mgr 

Mel Richman NY. client-contract dept 

Katz Agcy. Chi. tv sis 

Reach McClinton. NY. acct exec 

W B. Doner. Chi, acct supvsr & asst to pres 

BBDO NY. media supvsr 



SPONSOR • 17 VLGLST 1957 



6.1 



0 



GRAND 
OPERA 
IN A 
CLOTHES 
CLOSET? 



No mattiT liow gr(^at the 
shovi, how prime the time 
"if yon haven't got the 
audience, then you're doing 
grand opera in a clothe^; 
closet. 

Yon ran hardly hlanie net- 
work and station personnel. 
They're overworked. Tied 
to clay-after-day routine as- 
signments on dozens of pro- 
grams, they really can't he 
expected to come up with 
outstanding promotions for 
all their --hows. 

There is a heller way to 
get ihe joh done. 

Unhlushingly 1 admit to he- 
hig an award winning ex- 
pert on audience promotion, 
publicity and exploitation. 
I know vvliat networks and 
stations can do for you 
and how to prepare the tools 
so they will do even more. 
I know the best way to 
travel your stars. 1 can 
demonstrate how top pro- 
motion pays off in better 
client-dealer relations. 1 can 
prove how it will /m prove 
agency-(dient relations. 

If you have one or more 
network or syndicated film 
programs on the air. you 
need someone like me. Mav 
I explain in detail how I 
would fit into your opera- 
tion ■? 



Box 178 
SPONSOR, 40 East 49th 
New York, N. Y. 



News and Idea 
WRAP-UP 



ADVERTISERS 

Laiioliii Plus has switched the em- 
phasis «)f its network tv partieipa- 
tioii to (hiytiiiie. The major por- 
tion of its $l-minion fall hudget is 
involved. 

Ihe da)tiiiip obligation comprises 
three da) time strips on XBC TV: 
Queen for a Day, The Price fs Right 
and Bride and Groom. 

Lanolin s swing to a dajtiine accent 
was due to this concept: House\vi\^es 
can be reached more economically via 
da) time t\. 

Tv has become more and more a 
springboard for contests. (1) 
Phileo will run a '"Guess Who Will 
lie Miss America" contest in con- 
nection with its 7 September spon- 
sorship of Miss America Pageant on 
CSB TV. Some 1500 dealers throush- 
out the countr) will be participating. 
Prizes on both national and local level 
will be given awav. In addition, Phileo 
is running a ]iageant network station 
contest for best promotion of the 
wind-up telecast ... 1 2) Last month 
Max Factor and Catalina Swimsiiits 
ran a "Guess Miss LIniverse Contest ' 
with similar interest pulling power 
that Phileo will be using. 'Buy-nothing. 
ha\e-a-chance-to- win-something.' Fac- 
tor used more than ten hours of tv 
promotion consisting of announce- 
ments and spots. 

Wcstinghouse nnveils iSs annnal 
sales promotion stage show — 
Shape of Tomorrow — to dealers 
in Columbus week of 19 August. 

Show stars Martin Green and was 
produced b) Dramaturgy. Inc. 

Sp<)nsor8 about to use and using 
premium-oflfer type promotion: 

Corn Products Sales NuSoft will 
launch an extensive national campaign 
early in the fall, with the offer of pre- 
tested sets of scar\ es. I McCann-Erick- 
son is the new products agency.) 

Pabst and KCA Victor have al- 
ready launched a 'beer and music" 



campaign set to run until end of 
March next vear. Premium offer is 
cut price of .$2.50 on choice of one 
of three "Ton) Cabot Swing" albums, 
regularl) selling at .$3.98. upon receipt 
of Pabst carton handles or labels. Of- 
fer was introduced on ABC TV AU- 
Star gridiron battle last week, and is 
being plugged on NBC TV's George 
Sanders Mystery Theatre and NBC 
Radio's Monitor. KCA is contributing 
to the promotion via disk jockey plugs 
throughout the countrv. 



American Tobacco this week debuts 
a crush-proof box for its Hit Parade 
brand . . . BPS Paints spearheads its 
fall tv campaign with a series of par- 
ticipations on NBC'c Today commenc- 
ing 6 September. It has also bought 
participations on Close-Up and plans 
spot cainpaigns in other markets. 
D'Arcy Advertising of Cle\eland is 
preparing the campaign . . . Execu- 
tive, a new idea in men's toiletries 
created by Paul Klein (owner of 
Kings Men Toiletries before sale to 
Helene Curtis) debuts on the fall mar- 
ket. 

People in the news: G. Buell Cul- 
ver has been ajjpointed brand ad\er- 
tising manager of Atlantis Sales Cor- 
poration . . . William L. Haddad 
and Dulany S. Smith have been pro- 
moted to vice presidents of Whitehall 
Pharmacal Company . . . Herbert F. 
Osterheld has advanced to the posi- 
tion of ad\ertising manager of the 
Borden Cheese Compan) . 

IVew and of interest: A beer "for 
Men Only" bottled by the House of 
Augsburg debuted on the Chicago 
market last week and is now extend- 
ing into other areas ... A tombstone 
manufacturer, Rock of Ages Cor- 
poration I Barre. Vt.) has joined the 
network tele\ ision advertisers. Firm 
V, ill sponsor six. one-minute spots once 
a week on Da\e Garroway's Today 
starting 20 September for fi\"e weeks. 



()() 
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AGENCIES 

(Miihl, Itasroiii Koiif'i^li lian 

pirkrd up tlu" SI iiiillioii llcidrl- 
Ix'ifi Ui-i'wiii^ iHToiiiit, «'IT«'rli\«' I 
Ortolx-r. 

CMM), wliicli has ils lionic hiix- in 
Siiii !• raiicixo, \\\\\ soon open ti Seattle 
>er\ice ollice to nci otntnodate llie new 
brew at its lioiiie hasc. '1 he aj;<"nej re- 
cetill) re^ipned the Ue^al I'ale uecotint. 

Note: (".n\l> started with hiHinj;s of 
S20().IHM) iti nou expects to hit 

elo^e to SIO ntilhon ihi^ \e;ir. 



New iijieiicy tippoiiitiiieiits : Keii- 
yoii Kekliai'dt, Detroit, for iMsel 
radio-tv spot aiKertisinj; . . . I'ark- 
soii Afieiiey, New ^ ork, for IMiarnia- 
ceiitieals. Inc. general advertising; , . . 
I']d\«:ii'(l II. Weiss (]o., Chieajio. for 
^taJ; Division of (darling Hrewinj; . . . 
MeCaiiii-Krieksoii. Atlanta, for SSS 
Co. I SSS Tonic and 'Pahiets, Nenra- 
bahn and Mother's Friend I . SSS hills 
dose to SI million annuallv . . . Doiin- 
liiie «X. Cah' for all B. T. Hahhitt prod- 
ucts except Glitn . . . Doyle, Dane 
Boriihacli for B. T. HahhittV Glitn . . . 
Ilixsoii «!v J<)rf;<>iiseii for Knicker- 
bocker Tons. Plans include lieav\ fall 
and pre-Cbristtnas canipaign u^inJ^ 
spot tv and trade niajrazines. Spot 
plans call for 350 l-tuinute atuiounce- 
tuenls in 19 tuajor tuarkels . . . Soiilii- 
erii erlisiii^, Miami, for \'ital\te 
Corp. I non-acid batterv clectrolv te I . 
\ italvte media plans for fall include 
radio and tv in 12 stale-^. 

Ill an <'\paiisi<>ii iii(>\<> .MaoiMaiiiis, 
Joliii »!C: .\(laiiis has thi? week taken 
over the accounts and personnel of the 
Kalpli ^ amhert Orirauization. Los \n- 
JU'les. ^'and)e^t currenth bills S.SOO.- 
000 annuallv . Ralph ^'and)crt. founder 
of the aiiencv . will become a mend)er 
of MJ&A's executive stall. 

Coiiiiiiiiiiioatioiis (Counselors, pub- 
lic relations division of McCatm-l'Criek- 
>on. has bought Harrv Bennett Public 
Relations Aiicncv. Los Anizeles. Ibis 
gives the p.r. firm two offices. Los \u- 
geles and HoUwvood. in Southern 
California. 

Fooiis on personalities: Robert 
.'^lilford. formerlv vxitb Esty. has 
joined Kudner. Xevv York, as a tv 
producer-director . . . Eniiiiett Hates 
Faison is now an account executive 
with H. B. Huniphrev. Allev & Rich- 



amike>i 



FIRST 




THE STATION WITH p&Sph IN 
MIND IN ALL PROGRAMMING 



"Ol W a program built for 
Saturday afternoon listening! 



Saturday Radio: More men KstenersI 
Saturday Rodio: More TOGETHER audience! 
Saturday Afternoon: More TOGETHER buying! 



4 hours of ACTIVE RADIO 
using KLZ know-how 

1:00-5:00 P. M. SATURDAYS 



AVAILABLE AT REGULAR RATES 



560 Kc 



For the whole story call your KATZ man or Lee Fondren, 
station manager and director of sales — in Denver, Colo. 

CBS for th« Rocky Mountain ar«a. Rapratented by th« KATZ Agancy. 
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A pictorial review of local 
and national industry events 



A 



PICTURE WRAP-UP 




"Easy-does-it" for fver\h(Kl\ as Perry 

Como hriefs Kniimark execs Sam Aljrams 

(e. ) and \1 Ahrain^. Knoiiiark's Esquire 

slide polishes start on Coiiio >ho\v in fall 




Elephant moliile-unit carried Panl Parker 
of W IP, Phila.. to on-the-spot interviews 
when Quaker City Grocery's show went to 
circus. Quaker's Howard \nderson (r.) 




Americanism a^^ard presented to \\T1X, 
New Orleans, i- accepted by nianafier Fred 
P)ertlielson. Legionnaire^ M. to rj II. Ditl- 
niann. Commander E. Grinisall, F. J. Brown 




New RTES Listenini; Post committee ll. to r. ) : ^ol Ro-enzw(Mg (Katz) Peter 
M. Bardach (KCB). Maggi Eaton I Radio Report^), Charles Bernard (C. Bernard 
Co.). Clande Barrere I RTES ) and Al Shepard (Select Station Reps). Function 
of Li.-lening Post is to provide job finding and counseling service to the industn 






^/-'j^j'^'lt^tt^'—' -^.LZ^-t ^^ir -.iii* 1 ^ * ' 

First shovelful for -ite of new 80.5-foot \\DSM- 
T\ tower iDnluth. ^nperiorl is turned 1)\ general 
manager C. D. Tnlly. He report^ tower will 
be one of hisrhesi structure* in Tri-State area 



Providing "color" ^^ith lipsticks for stu 
Wil-on'* KBIG Do-ll-Yourself Shoir at LA 
fair i- "court" of Prince^^e*, Queen. Stu 
quip* wife doesn't quite understand work 



DONT SHOUT, MAN, I CAN HEAR 
YOal 2,049 FEET ABOVE SEA 
LEVEL, 1,010 FEET ABOVE AVERAGE 
TERRAIN. THATS OyR NEW TDWER 
GOING UP. WE STARTEO JULV 
24 fk, TARGET DATE SEPT. 17 fh 
INCIDENFLY . we'll HAVE NO 
JNTERRUPTION IN TRAVSMl^lO'i 
MAK, BUYING POWEP IS 
UP * 894,880,000 IN 
'C" '.M^TI^E'NEW METAL 
EMPIRE TOO .' 



C 0. DUKC Toui-r 



-v— ^ i V- : 



NBC* ABC Chann»l 6 

DITLUTH-SUPERIOR 

_ Nationot tUprMantotives 
PETERS, GRIPPIN, WOOD WARD 



1 1 




POWIER 

It tokes fwo types of power lo dominote 
the entire Western Morket os KOA- 
RADIO does! Creotive power thot's olive 
to the needs ond wonts of the vost 
rodio-listening West . . . 

PLUS 

50,000 WATT POWER-thot corrics 
the welcome voice of KOA-RADIO 
throughout o IZ stote oreo . .. 
reoching 4,000,000 listeners! 

POWERFUL SALES RESULTS, TOO! 

KOA-RADIO is the only stotlon 
you need to sell the West's entire 
rich morket! 



Represented 
By 

Henry I 
Christal 




D E N V E i 

One of Americo's greof rodio stotions 
850 Kc • 50,000 WATTS 



;imK. Nc\\ '(nik. I'lii-'Oii Clinic-, fmiii 
llriiton \ liuwlf- . . . 
[•iriin'iK of liccii ii|)|»ciiiil- 

(•(I r;i(li()-l\ tiiMclniMT for \tliriluii \ 
( iinici . . . i'.. 'riimirr. \.|i. 

(lircclnr of \ ikIi-i'sdm \ Ii.is 

l« ('M ;i|)|)<)illt( (| ( iMilllKIM l)f tllc ll^cll- 
r\ ^ ( l< ;ili\c |iii;ilil . . . I'. 

rc-i;jiic(l fioiii l)(]>^ .mil 
i- rclociil iiij; in Lo- \mj;<'1<-» . . . 
riiniii:i> l-'ichlcr lui- licni iKimcd 
iiuirkctiiij.' iiiul iiiri rlMiiili-ini! •■n|)<'i- 
John l'\ Ui'lrlirr iiunlc im i- 

(•|l;MI(li>iMi; ( nnldillillnl ;m|(I I'miik 

\ :m I Ik ;i--i;:ii« (| (In- po-i of it,-\,\ 
ii,fi(li;iii(li-iiij; iii;iiMj:cr of tlic iioitli- 
(Til ^alc- icj:ioii for (]niMuii<^li;iiii* v\ 
\\ ;il-li s I cxji- (]o. iucoiml . . . "NaiicN 
li<'_%<M" lia-i Im'cii a|i|)oiiilc(l lu'aiilx aii<l 
fashion cnordiiiatoi and 'roii% (]o-- 
l;iii/.o puhlic rchitioii- afcount cxccii- 
ti\c for (irani \d\ crti-iiifz. New ^ oik 
. . . llo%r% I hijiCiMiiaii. -i-ninr \.|). 
and I'onliar ai'<'onnl cxci'utiN c ha- hccii 
lipped to arcoimt -iipcr\ i-or. Jaiiio II. 
(>nilKiiii proinott'd to account cxccii- 
ti\c and (^oliii II. John iiai.icd a--o- 
ciatc atconiit cM't iitixc at MacNIaini-. 
John {v \(Uinis . . . W illiam .M. Uahi- 
%\iii. C(i-f()iiiidcr and chuirinaii of (he 
hoard of ISalduin. l5o\\er< Strachaii. 
l^nfTalo. ha* hccn elected lo the hoard 
of (hrector- of the Hnmrill Co. \]\>^> 
i- a Hnmrill di\isi(ju . . . Slieriiiaii 
K. Klli.H lia< heeii named chairman of 
the plans hoard of McCann-Erickson. 
L(» i\nf;ele- . . . I'Moi eiier I), ("rii/.eii 
has joined Geo(Tre\ \\ atle. Chicago, a- 
mediii hndfzel as-i-tant. Mi— Ci n/eii 
comes from lleltMie Cnrti- (^.o. 



NETWORKS 

Nel%*oik 1% aeli%ily this %>e<'k reii- 
lercd iiiaiiih around the addition 
<»f inoro sperialji to the fall pro- 
"iraininj: pieliire. %vliile the re<:n- 
lar Mrckly openinjis held prell) 
imieli lo the slaliis (pio. 

NewesI specials added to (he alreadx 
iinpre-si\e li-t are: 

• CoiKjiiesl. on CUS 1\ witli K* 
honr-lonji shows lo start earl\ in No- 
xeinher. This science series will he 
-pon-ored h\ Monsanto Chemical C^o. 

• I lit' Liu v De^i Hour SIiok . fi\e 
honrdong prograir.- -pon-ored h\ the 
Ford ili\i-ion of Ford Motor Co. Start- 
ing dale i- to he announced. 

• Tiniken 1 clcvent. -pon-ored |)\ 
the Timken Holler Hearing Co. is an 
honrdong documenlarx and marks the 
firms first network t\ program. >o 



4 



w 15 



PULSE, JUNE, 1957 



SHARE OF AUDIENCE 

6 A. M. to Midnight, Monday thru Friday 

Network "C" 16.7 

KTLN 15.7 

Network "N" 13.7 

Network "M"" 12.3 

Independent "0" 12.0 

Network "A" 8.0 

Independent "M" 6.3 



iD. 



e. 
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Same 
blanket... 
new 
label 



Same power-packed station lineup, 

same blanket western coverage. 

Only the label is changed. From now on, 

the Columbia Pacific Radio Network 

is going to be called the 

CBS Radio Pacific Network. That way, 

you know at a glance who we 

are and the things we are proud of. 




far two .^liow.'i are planned. 23 Sejiteni- 
1 er and 21 \ov(MiiI)er. 

Fall iK'tuork tv i>rograininj: nott-.s: 
Looks lik*' NliC TV may Iiave its 
first sjionsor for Wagon Train I W'cd- 
nesda\ 7:30-u:30 p.m. I . Drackett Co. 
i? ncgotiatinji for a half-hour alternate 
weeks of the hig western, hnt the deal 
is not firm . . . Sweets (]o. has bought 
onedialf of ABC TVs Marx's Thanks- 
giving Daj I'arade coverage (Thurs- 
da\, 28 Xovemher. 11-12 noon). 

Current tv prograniinj; notes: 
i\HC TV's new Arlene Francis Show 
lAlonda\ through Frida> 10-10:30 
a.m.) has picked up six (]uartPr-hour 
-spcmsors: Owens-Corning Fiberglas. 
The House of W'estmore, Aladdin In- 
dustries, Coo]j("r's, Inc., Bourjois. and 
Minnesota Mining and Mfg. . . . Toiii 
and I'illshnry will sponsor \BC TV's 
Dollar A Second series until the end 
of its run on 28 September. The show- 
is cnrrentl) seen on Saturdays 9:30-10 
j).m. hut will switch to 10-10:30 p.m. 
for the last ])rogram. 

Here's a run-down on Miitual's 
new management team: 

Paul Robert.s, president and direc- 
tor. Roberts is president of United 
FM Corp. 

Arniand Hammer, chairman of the 
board. Hannner is president of Occi- 
dental Petroleum. 

H. Roy Roberts, treasurer and direc- 
tor. He is a California realtor and oil 
operator. 

Frank P. Barton. secretar\ and di- 
rector. Barton is a Los Angeles attor- 
ney. 

Bertram J. Hauser. executive \.p. 
and director. Hauser was \ ice presi- 
dent of Mutual until 19.5.5 when he re- 
signed to become a broadcasting con- 
sultant. 

Arthur Brown, director. Brown is 
president of Starrett Cor]i. 

L. M. Halper, director. Halper is 
president of Haljier Construction Co. 

i'ersoiialities in the news: En- 
gene Hnrr this week joins the pro- 
ducing staff of CBS TV. His immedi- 
ate assignment: The f erdict Is Yours. 
Burr comes from Y&R. where he was 
a tv-radio account executive . . . Aus- 
ten Croom-Johnson and Eric Si«lay. 
])artners in Croom-Johnson, Inc.. 
nmsical consultants, have been signed 
h\ the American Broadcasting \et- 




GEE! Maybe I should 

switch cigarettes!" 

Commercials on V1'GN-T\' have 
a way of getting results — because 
\\'GN-T\' [)r()gramming keeps 
folks wide-awake, interested — 
ami u alcfiing. For [)r()()f, let our 
specialists fill you in on some sur- 
prising \^'GN-T\' case histories 
and discuss your sales problems. 



Put "GEE!" in your Chicago sales 

-WGN-TV 



Channels 
Chicago 




MY 
MOMMY 
LISTENS 
TO... 




More So>IC GAChmMy 

Mommies and Papas Listen 
Daily fo KiTE Than To 
Any Other Station^ 



NCS 



Coll Avery-Knodel, Inc. 




7u 
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work 1(1 work on of imi--ic;il 

lirojjram'mjz iiiitl iiroiiiolioii. I Iicii joli 
will he lo crciilf ii "iiiiisic;il idcnlil) "' 
for llic iiflwork ;mtl owned 
lions . . . \\'illi;im Iiccn 
n|>|)oinlc(l lIic new I)nsiii('>-> ni;in;ij;cr 
of Tfrr) loons, dixision of ('I!S IN' 
I''ilni Sales. I!o\(l comes from I!. I. 
Hidiliill. 

MIC Ikis I,ou':Iil WJA.s and WJAS- 
l iM. I'illsl)iir<ili. I'll. Iirinj;iim llie iiel- 
work's lolal of Iv and railio <)\o*s 
l(( ■'(•MMi and se\en. 

ASSOCIATIONS 

TIu' I-<'ii<; )!' Ath »M-tisiii<i Aj;»'ii- 

ei»'fi is launching a junior execniive 
Iraininj; |)r()grani designed to train 
|iersoiineI in agencj funtlioiis. Courses 
start 10 October and are o|)cn onI\ 
to |)ersonneI eni|)Io\ed I)\ mcinher 
agencies of the i-eagiie. 

(]»)iir(M-»Mic»'fi : The NAIx'I'l? Kegionai 
Conferences will he hehl thi> \ear 16 
>e|)tend)er tiiroiigh 2.1 Octi)i)er . . . 
i^\i> Kegionai Management Confer- 
ences will he held this \ear as fohows: 
i'alo Aht). Cahf.— 19. 20 August; F>te> 
I'ark. C.oUk — 22. 23 Vugust; L |)|H'r 
."^araiiac Lake. \. V. — r>. 6 September: 
W iiit.' Sul|)hur S|)rings. W. \ a.— 9. 10 
Se|)temher; Uockton. Ilh— 12. 13 Sep- 
teinher; Kdgewater I'ark. Miss. 16. 
17 Se|)tend)ev. 

Tlu' Iiitcniatioiial A(h »'rtisiii<: As- 
soriatioii will hold its sixth annual 
outing at the Honnie Briar Comitr\ 
Clul). Larchmont. "\. V. on 17 Sep- 
temher. 

.Appoiittiiieiits : An eight - member 
hxecutive Committee to d irect the op- 
erations of the A(h ertisiiig F»m1»'ivi- 
tioii of AiiuM-ica has been appointed 
h\ HolnMt M. FceiiKstcr. recentK 
elected Chairman of the A.F. \. .Mem- 
bers are: Vice Chairman. Jiiiiie>i S. 
Fi.sli ( v|)-(Iirector of ad\ertising. Gen- 
eral .Mills): .Marv K. Hti.^oli (execu- 
ti\e \|). Fmerv Ad\ertising Corj). i : 
Bon II. Donaldson (director institu- 
tional advertising. Ford .Motor Co. i : ' 
MeUin S. Hattwiok (director of 
advertising. Continental Oil Co. I : 
(»cor<ie Hea»l ( manager ad\ er- 

tising-sales promotion. National Ca.-h 
Hegi?ter Co.): C. Janie.s I*ron»l 
I |)resident -general manager. A.F. A.. 




MOUSETRAP, 

STEAM TRAP, 
SEWER TRAP 

. ..?/ makes no dijference 

. . . the world uon'l heat a path to the cloor of 
the man who builds a hotter one and llwri doesnt 
advertise it so that people will know about bis 
j)roduct, know where it ran be bought and how 
much it costs. 

Advertising benefits the buyer, too. Il lells you 
the product story, makes it easy for you to buy. 
Even more important to you, advertising leads 
to mass production and volume sales . . . which 
means lower costs and lower prices. 

Yes, ''Advertising Henefits You" . . . 

'specially business paper advertising. 




YES ADVERTISING BENEFITS YOUt 



SPONSOR PUBLICATIONS, INC. 
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GEEI There's the 

beer for me!" 

Cnmniprcials on \\'C\-T\ liavc 
a wav of ijcttiiig results l)craiise 
W GN-T\ [)i ()grammiiiii kcops 
folks ^vidc-awakc. iiilcrcslcd — 
and walchiii!;. For proof. Id our 
spci'ialisis fill you in on souic sur- 
prisiuj^ \VC\-'r\' caso lu'stonVs 
and iliscuss your sales prolilcms. 



Put "GEE!" in your Chicago sales 

r 1 Channel 9 

Chicago 



with 



G-MV 



If you buy by the num- 
bers, you'll buy KTRN! 

LATEST an 
HOOPER UZVO 



LATEST 
PULSE 

(April, May, June 1957) 



50% 



BY THE NUMBERS. 
THE BEST BUY 
[N TOWN! 

KTRN 

Wichita Fails, Texas 

Burke-Stuart Natl Reps 



X. \.): and Ualpli \X'iiisl<)\> (\|)- 
inaiuijier. marketing dcparlnieiU. Kop- 
I'eps Co. I . 

\V^all<T AlcNilT was receiitl) named 
T\ 15 W'olcrn I)i\isiiin Director . . . 
Joseph M. Sill-irk of XAUTIl Pub- 
lic UelatioM? Ser\ ice will join the FCC 
next week as l-ejilslati\ e .\ssislanl to 
Cliairnian Jolin (]. Doerfer. Mr. Sil- 
rick has heen ser\ injj; as Manager of 
Special Projects and Mend)er Partici- 
pation with NARTli since 195.5 . . . 
\\ idt<'r Koss has l)een appointed Di- 
rector of Public Information for H,M1 
. . . Ki'illi (^iilv<'rln)iisr has recentK 
joined the TvB staff a> Assistant Di- 
rector of Sales Piomotion. 

i\AK THV seventh annual i-<'|)<»rt 

on Chikhens Hadio and Television 
projiraniing based on sur\'cyance of 
LA tv broadcasting showed a decrease 
in ninnber of hours of acceptable chil- 
dren's entertainment from 1956 to 
1957. 

1956 

Acceptable 71.97'^ 
Not acceptable 28.03 
1957 

Acceptable 69.46' , 

i\ot acceptable 30.54' f 

Acceptable programing included classi- 
fications of "excellent ", "good"', "fair" ; 
not acceptable: "poor', "objection- 
able", "most objectionable. " Children"s 
shows included in its "excellent ' cate- 
gorization included Captain Kangaroo. 
7 he Jungle, Mickey Mouse Club. 



\v coinicction with the forthcoming 
National Te'«'visi<»u Week (o-14 
Septend)er ) \ARTB has mailed kits of 
promotion and program ideas, back- 
ground Info. etc.. to all of the nation s 
more than 500 tv stations and the three 
networks. Broadcasters' slogan this 
\ear is "Telex ision — \ Member (d the 
Family . " 



RADIO STATIONS 

SaU's and s^^aps: KSOiN. San Diego 
and KXOC, Chico. Calif, subject to 
FCC approval will exchange licenses 
and an\ and all assets. I nder the 
transaction, the Broadmoor Broadcast- 
mg Co. will become owner and opera- 
tor of KSOiN and RabcU Enterprises 
will take over KXOC. Also the call 
letters for the latter station will be 
changed to K-Dl Z . . . WWKI. W est 



3r(l TV MARKET 

■ 

in 

PENNSYLVANIA 

. . . and only WJAC-TV reallv 
covers this rich Southwestern 

r 



ennsvlvania area. 



• Over a million TV homes! 

• 41-county coverage with 
20 key counties showing 
80 to 1007o coverage! 

• Proved audience prefer- 
ence — WJAC-TV leads in 
7:00-11:00 P.M. periods 
105 to 7 over Station "B" 
. . . has 24 out of the 25 
top night-time shows. 




Get full details from your KATZ man! 




A.. 



Call Your Branham 
Man for these and 
other top-rated 
participations 

KROD-TV 

Channel 4 
EL PASO, TEXAS 



CBS 

AFFILIATED with KROD-600 kc ISOOOw i 
0«ned & Operated by El Paso Times, Inc 



Rep. Nationally by the BRANHAM COMPANY 
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Sacramento 



Have You 
Switched To 
KCRA-TV Yet? 

The Audience Has! 

ARB* Share of Audience 



49.7% 



0/ Sign onto Sign oll 
Sunday to Saturday 



Mon. Fri. Sun. Sat. Average 

Sign-on- t> p.m. Sh.irt ol 

6 p.m. SIgn-o(I- Audirncr 

KCRA-TV 65.8% 43.4% 49.7% 

-B" 21.1% 38.2% 34.5% 

■C" 29.8% 7.7% 9.3% 

"D" 10.2% 10.2% 10.2% 



Socramento shows its loyalty 
to KCRA-TV by giving it 8 of 
the top 10 syndicated pro- 
grams, 13 of the top 20 shows 
and more local quarter-hour 
"firsts" than the other three 
stations get from network pro- 
gramming combined: 




Quarter Hour 
Firsts 



19 



KCRA-TV 



Ask Petry about 

The Highest Aored 

NBC Station in the West 

•ARB, Sacramento, Moy, 1957 ■ 



KCRA-TV 



1 

I SACRAMENTO. CALIFORNIA g 

^ Serving 31 ^ 

^ Northern California and ^ 
Si Nevodo Counties ^ 





WillwitN. I{. I. luM lici-il l)nii;;lll l>\ 
(iifliii Uroii.l.ii-lin;; . . . W'l'K^, 
I - \ll);m\ - ^( rfiici lail\ Ill-en 
si)l(l Id D.iiiifl W . Kii|)>. jiiiil \ iriiir W . 
KiKiiilli, ii|>rr aim s of \\ W/, Nrw 
lla\cii. I'm cliaM- jiricr was mil- 
lion . . . \lajiiiil\ iiilfifsi ill K\|J-;. 
l-.llfiishni j:. Wa-li. lui- Ix-m l)iiii;:lil |.\ 
ISill llai|)cll and ."^Iciilicn Wiiu fnr 
.'^! )().()()(). Ilai|icll is an aiinoniiri-i fnr 
KN\T. I. as \n^clcs. and W |-,i\ is an 
('led r oiiics en^; ineei . 

Mini ajinlis. e\eii ;;i)l cnni- 
|)liinenl> from a coiniielildr on ils re- 
eeiit \ ('/,'/(/ Hfdl iiifer\ie\\ of liicliartl 
leniiesori. llie MiinicsoUi (A wlio went 
o\iT In llic (]oinnuinis|s wliilc in a 
Norlli Korean |)iisnii eaiiij). Oriole 
lioin llie corniielilor: ■'Tliis was ilie 
licst radio |)i().' r ;ini I lia\e i'\er heard." 

('<>iiiiiiiiiiit> I'rojii-jiiii .Vssociiitc.,. 

New UrniLsw ick. N. J.. i> a new ()rj.'aiii- 
z;.li<ni formed to lielj) ladio sialiuns 
re-\ain|) llieir |)ro^raiiiiiiii. (!l' \"s 
jiresidcnl i.s Arnold L. Ziicker . . . 
KLIvl.. LuMioek. Te\.. Iia^ joined tlie 
Mr>S adiliales rosier . . . 'I'lii.^ week 
anotlior fin ^lalioii. K(M.,.\-rM. Lns 



/\n<;eles. took h 



lie air. 



Jol) notes: 'rei-i*> .MeViilr) luis 
joined KMO\. Si. Louis, as an ae- 
enniil e\e( iiti\e . . . IJoy .M. .^rli>N;ii't/.. 
promotion mana<:er for \\ l>/-\\ l?Z.\. 
r)()>toii. luis resimied to join tlie Storer 
IJroadcastiiij: (]().. l'liiLTdel|)liia . . . 
\Vt\l Crddr.s has joined K- \CK. I{i\- 
t rside. Cal.. as sales (le\ eln|)menl direc- 
lor. Ccddes comes from KICO. (jal- 
exico. where he was stalion nianatier 

. . . Til Ion- W. -Ti iV lln lx-i t. 

formerl) of \II5S. has joined ihe na- 
lioiuil sales s|afT of W P \T. Patlerson. 
N. J. 



TV STATIONS 

|)0!<t of ("ool'diiuitor ol "Nn- 
tioiKil Spot Siilr;* for the Aiiirririin 
l$i-o:id('astiii<: (!om|)aii> >\ill Ix' 
fill«Ml U\ Lr>ilie A. Ilarri.». 

Simon I). Siepel. ennipain treasurer 
aniunincrd lhal Mr. Harris has been 
promoled from his |)()>t of eastern sales 
niana_L'er for the \\\C Radio Network 
to fdl ihe new slot. 

\lr. Harris joined MIC in lO.il a.s 
sales presenlation writer, and wa.s pro- 
moted snecessiN el\ to a radio sales ar- 



HE HIGHEST 



\ 



in 



tower 

Eastern U.S. 

(4th highest in the world) 

is being erected 
right now at 

Augusta, Ga. 



1292 feet above ground 
1375 feet above 
average terrain 
1677 feet above 
sea level 

* * 

1 million people in 
100 microvolt contour 
OVER 1 million in 
Grade B 

* * * 

Over twice the TV 
homes of the other 
Augusta TV station 

* * * 

THE SOUTH'S NEW & 
GREATEST AREA 
STATION 

* * * 

100,000 watts 
low band VHF 
NBC & ABC networks 




CBANNEl^V^AQGDSTA 

Represented by Avery-Knodel, Inc. 



SPO.NSOR 



17 \IGIST 19.^7 



7.-! 



Pulse 
March '57 



N^gro Ratings 

Morning 
Afternoon 
and 
Night 

in Results 



Among Birmingham's long term 
raSio advertisers, Jefferson Home 
Furniture Company, A WJLD ad- 
vertiser for 6 years without inter- 
ruption says, "As long as we can 
continue with you and (your per- 
sonah'ty) Mr. Puckett, and get as 
profitable results as in the past, 
you may consider our contract as 
re-newed for life." 



WJLD 



AM 
FM 



BIRMINGHAM, ALABAMA 

The Nation's Finest 
Negro Radio Station 

Represented by FORJOE 




GEE| I'm going to 
try that candy!" 

Commercials on \\ GN-TV have 
a way of getting results — because 
W'GN-TV programming keeps 
folks wide-awake, interested — 
and H atching. For proof, let our 
specialists fill you in on some sur- 
prising \\ GX-T\ case histories 
and discuss your sales problems. 

Put "GEE!" in your Chicago sales 



count executi\e in 1952 and to eastern 
sales manager in 1956. 

In his new capacit)' he will work 
with station rep? and managers of the 
fi\"e ABC ow ned-and-operaled stations 
which are: WABC-TV, X.Y.; W'WZ- 
TV, Detroit; WHKS. Chicago: K(;0, 
S.F. and KABC-TV. LA. 



WBBM-TV, Ciiicufio. prostntiM! 
tt'ii coniiiuMTiais s«)!t*!y for ent<?r- 
taiiimeiit on its projiriiin "()r!)it," 
on 3 A^I{^lI><t. 

Made in Paris and ivondon, the 
fdnis t\pif\ the use of \ari<Jus ccjinbi- 
nations of motion jiicture illusions to 
produce new type of ach ertising. Orig- 
inall} made for use in European mo- 
tion pix theaters — the\ are outstand- 
ing examples of how artistic technicjues 
can make commercials entertaining. 



Pt'opii' on llu' Move: Kohert F. 
Coats named public ser\'ice-promotion 
manager for KETV. Omaha . . . Wil- 
liam K. Nutt appointed promotion & 
publicity director of KGW Radio & 
KG\V-T\ . . . I'eter Storer appointed 
general sales manager for WJW^-TV. 
Cle\eland . . . Le^vis P. Johnson 
named sales manager of W F'FH-T\'. 
Wilmington and Jack Kelly has been 
appointed Xew York sales manager 
for the same station . . . Kohert Bnch- 
anan joins \\'JBK-T\^ Detroit, as X.Y. 
sales manager . . . Gene Lewis ap- 
pointed sales manager KFDA-T\ . 
Amarillo. 



Tv applieations : Between 29 Julv 
and 3 August se\en construction per- 
mits ha\e been granted, three applica- 
tions for new stations were filed and 
one station took to the air. 

Construction permits went to: State 
Telecasting Co.. for Chainiel 56, Gulf- 
port, Miss., permit allows 21.40 kw 
visual; Duhaniel Enterprises, for Chan- 
nel 4, Hay Springs. Nebr.. permit al- 
lows 100 kw \isual; Goldenrod Tele- 
Radio, for Channel 2. North Platte. 
Nebr.. permit allows 2.o{) kw \isual: 
Atlantic Coast Broadcasting, for Chan- 
nel 4, Charleston, S. C, permit allows 
57.5 kw \ isual; Southwest States, Inc.. 
for Channel 7. Amarillo. permit allows 
46 kw visual: I ri-Cities Broadcasting, 
for Channel 9, Monalians. Tex., permit 
allows 27.5 kw \ isual: and Columbia 
River Television, for Chainiel 25. Ken- 




COVERAGE vs. COST 
in Madison, Wis. 

You pass the point of diminish- 
ing returns when you look be- 
yond WKOW-TV in Madison. The 
"bicycle tire" fringe you add 
with VHF costs $53 and contains 
homes you reach with "basic 
buys." WKOW-TV delivers 70% 
as much share of the audience* 
at only 45% of the cost. 

*Madison Telepulse— _ 
April, 1957 




WKOW-TV 

ABC in Madison, Wis 

Top C. B.S. Shows 

assure more listeners 
all day — every day over 

K G V O ' 

MISSOULA, Montana 



affiliated with 



— SELLING 

loi nnn i-i. WESTERN 
191,000 watts MONTANA 

-TV ^*»*^>''*' 

Inc. 

TRANSMITTER 
100 MIIE RADIUS 
ATOP 

TELEVISION ^ . 

entering 

MOUNTAIN 36,370 

_ . homes in 

ELEVATION 

1 3 counties 
7000 FT. by actual 

count 




MISSOULA, MONTANA 



74 



Sl'O.NSOR • 17 AUGUST 1957 



TAKE A GOOD LOOK 

AND YOU WON'T OVERLOOK 

>''4 




MIDLAND 
• ODESSA 



• BIG SPRING 

IN 

"OIL-RICH" 
WEST TEXAS 

★ * * 

SENSATIONAL GROWTH 
IN POPULATION 

140°^ INCREASE 

1950-1957 

★ * ★ 
EVERYBODY WITH 
MONEY TO SPEND 

•CSI PER HOUSEHOLD 



MIDLAND 
ODESSA 
BIG SPRING 



$7,403 
$7,102 
$5,920 



•SRDS 



★ * ★ 

MOST FAMILIES 
MOST OF THE TIME 
WATCH . . . 



iicwick, \\ ii-li.. |M'riiiil .illuws !!.I2 k\\ 
\ i>ii;il. 

\|)|iliciitiiiii-. iiicliidc : (Iciitriil Miiim-- 
xila TrlcN i.sioii. fill ( .'ImiiiicI lit. I?c- 
iiildji. Minn.. 211 kw visiuil, wiili lowci 
•^(l(> feci ;iIm)\c a\(T;ij;i' ti'iiaiii. plant 
S2o7..i.'?.'?. Ncaih ii|MTalin_i! rd-t Sl2(I.- 
OOO; .^t. Clond TcIcn ision (!<>.. f..r 
ClianncI 7, .^I. Cl.nul. Minn.. •>»."■. I kw 
visual, willi lower 7ui) fed almNc a\i-r- 
aj;c terrain, jilant ."^2cI7. I<".1!. \eail\ 
eratiiif,' ro>[ .<l 17,1(10; and Mihiiell 
l!r(ia(lea>tinL: X^^oeiatinn. fur (!lian- 
n(d Miteliell. S. I).. 2.H.() k\N \ i-iial. 
with tower .^(>(i feet al>i)\e a\i'iaj;e ter- 
rain, plant .S 1 2.'?..'{.Hr). vcarK o|)eiatin;; 
fost SI2ll.()(l(). 

New station on tlie air wa- \\ 1'.'^ 1- 
'I \ . Miami. ClianncI 1(1. MiC-'lA pro- 



riic KCC iiiiiciuhd the " TV 'r;il)lr 
of .Assiiiunicuts" hv .shiftiu" rliaii- 
lud }{ from 'Muskofrrc to Tiil.xa. 
Okhilioina. clTcrtix" Srpt. 6. 



Joe W'oottoii. «lir«M"tor of the radio 
duisioii of the liit('r>tat«' I'liitcd 
INrM.xpaprrs. Inr.. luis rrsijiiird 
that post and srt tip his o>\n radio- 
tv r«'prrs('iitati> «" roiiipaiiy. .for 
Wootton A.ssoriatCf*. 

W'KKI). \tlanta: W KIIC. Jackson- 
ville: W'BCO. I5csscnier. Ala.: W BHIi. 
Hiirliiifrton. \. C. stations formcrU 
under Interstate I nited New s|)a|)cr<' 
lianiicr. ha-^ joined Mr. \\ oottonV new 
re|) orrrani/ation. 

.Mr. W'ootton has heen a leadinjr con- 
siiltaiit on Xej/ro coiiMiiner market me- 
dia and services to national advertis- 
ers. His new com|)anv |)lans to e\- 
|)and its service- to keej) pace with the 
transition uoinp: on in the con-unier 
marketiiii: and advertisiim field-. 



IN'ters. (Jrifliii. W luar«l. is ex- 

pandinj.' it- Texas staff and addinj: an 
ofhce in Dallas. Ft. Worth is the other 
r.G.W. oihce. 

(^liarh'!* I'iiMie will he in charjie 
and will sdl radio for I'.G.W . stations 
exclu-iv elv. .Mr. I'avne is leav in<i the 
niooui \(lv erti.-iiiir Aueiicv in Dallas, 
where he's an account su|)erv i.-or. 



Heps in the iie>Vf*: Dell Simpson 

joined the sales staff of Adam Vounf; 




B altimore 



IS so easy 
to reach 
when you ride 
with 




REPRESENTED BV 



JOHN BLAIR AND CO. 



KMID-Tv 



CHANNEI- 2 




Represented by 
Venard, Rintoul & McConnell, Inc. 
South-Clarke Brown Company 
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FILM COMPANY 

3825 Bryan • TA 3-8158 • Dallas 



in San Francisco . . . I'aiil l{ay lia.> 
retired as Cliirairo nuinajzcr of John 

Blair Co (:iifror<l J. IJarhorka 

Jr.. currently Chicajro sales manager, 
has heen j)r()niote(l to \ ice j)resi(ient 
and Chicago manager . . . MrCiavren- 
<^)iiiiiii (^). has transferred Halpli 
(»iiilcl from San Francisco to its New 
York ofhce, where he will specialize in 
representing key westcoast properties 
. . . Walter Lake, recently Los An- 
geles sales manager for KSDO, San 
niego. has joined McGavren-Quinn 
Co. . . .He will work with agencies and 
clients on distrihution and broadcast 
ad\ertising . . . liill W'eldoii of 
I)lair-'IV. \ew ork, is taking a leave 
of absence because of serious illness 
in his famil). Jack Denniiiger will 
take over his responsibilities while he's 



i\e\\ appointments: KJAY, T(jjjcka. 
Kansas, signed a representative agree- 
ment with Yonng Representatives, Inc. 
. . . CKAC. Montreal, is now repre- 
sented in Canada b\ the newly-estab- 
lished firm of Interpr<)\ incial Broad- 
cast Sales Ltd. 




HIORE 

radio homes at the 

LOWEST 

cost per home are 

DELIVERED 

by WSUN 

than an/ other station in the 

HEART of 
FLORIDA 

'T'l"! , your .N'ielsen -N'o 2) 

WSUN RADIO 

ST. PETERSBURG - TAMPA 

Represented By VENARD. RINTOUL & 
McCONNELL 
Southeastern: JAMES S. AYERS 




Look at that 
outboard motor!" 

Cdininercials on \\ GN- TV have 
a wav of getting results— because 
W r,\-T\' programming keeps 
folks wide-awake, intere-^ted — 
(uul H atching. For proof, let our 
specialists fill vou in on some sur- 
pri>ing W (ji\-T\ rase histories 
and discuss your sales problems. 



Put "GEE!" in your Chicago sales 

- WGN-TV 



Channel 9 
Chicago 



FILM 

Ont In tlie Film Fiehl: California 
INational Productions made its first 
sale on Boots 'n Saddle to W\AC-T\ , 
Boston, for 52 weeks . . . Trans-Lux 
TV Corp., announces sale of entire 
librarj of 700 Encyclopaedia Bn'tan- 
nica Films to both K1\G-TV, Seattle 
f.nd KG\\'^-T\\ Portland for a jieriod 
of fi\e years — sale of this librar) also 
made to WTAR-TV. _\orfolk. 

Screen Genii- has titled first group of 
Uni\ersal jiictnres they will release — 
Shock. Consisting of 52 of the greatest 
monev making spine tinglers in mo- 
tion pix histor). the group includes 
such chillers as Dracula. Frankenstein. 
& Fhe Invisible Man. 

Over four linndred a[)|)lieation.s 

from rej)resentati\ es of ad\ ertisers. 
agents and ad-film producers from 
c\er\ country have been recei\ed for 
the forthcoming Advertising Film Fes- 
tival which will be held in Cannes. 

Notes of Interest : Harry Sullivan, 
featured in Zi\ 's Harbor Command. 
directs some of the pix — a condition to 
his accepting the star role . . . The 



ONE OF THE 



FIRST 100 MARKETS 




THE 



WHDF 

RADIO & TELEVISION 

CODING! 

Greatly Expanded TV Coverage 
from a New 1000 ft. Tower. 




REPRESENTED BY AVERY-KNODEL. INC. 
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We're Moving 
Gold! 

Moving gold because our pow- 
der is maximum power, a half 
mile tower high atop Mount 
Constitution, plus we're loaded 
with top CBS programming and 
Hollywood film features by War- 
ner Brothers, United Artists, Co- 
lumbia, and 20th Century Fox. 
The nuggets we're bringing out 
of this rich Northwest area are 
1,000,000 Canadian viewers, and 
300,000 high-income Americans 
who make up the bulk of our 
stake. 

Assays show our Mother Lode 
produces up to 70% of the total 
viewing audience in our claim 
... a claim to remember* 
So let us put power into your 
message . . . power that will dig 
deep into this rich vein of ore. 
Bright gold that winds through- 
out the great Northwest territory. 
*lnfernafional Surveys Inc. 



KVOSTV 




iN:itioiial riiltririilt»-«ir< Ar"r«o« i;itI<>ii 
|(r'Mliiri (| ;i iirw liliii t rr ) on l'o\i- 
t.lf, wliirli will lie ii-cil 111 liilim li tlic 
iMliiiiKil riim|).ii,LM .i;:iiiM-l llii- di-i-.i-i- 
ill S('|(l«'mlM'i . l iliii W.I- |(HmIii< 1 11 liv 
I'M l]lllli'll \>-i>( i;ilc- . . . \ tlm llliiril- 
lMi \ liliii il<-iiliiiL' willi llir nil mil 
|irn|i|ciii (if wiiliT ;lilil lilird. Call joi iini 
Crisis: II titrr, will lie Icici ;i>-l |i\ li-ii 
(!jliri)riii;i >lnlii>ii- wlm Miliiiilrrii-il In 
«iiii\ llii- liliii |ihmIii(c(I I>\ KI{()N- 
TV . . . MIM) IN l-iim-. Iiir. ;iii<l 
I'lliii l*i(»«!iirtinii- Inc.. Ii;i\r 
t'oil-cilidiilrd Id fniiii wli.ll llii-\ r;ill llir 
Lii'i:r>l ('iiiiiiiii-i ri;il |ii (idiirlinii film in 
III.- I 



FINANCIAL 

Stork iiKirkft «]iiottiti()iis : 



slocks 



III nir media ant 



Follow- 
relaled 



fields are li-led each i-siie willi (]iiota- 
lioiis for Tuesday lliis week and Tiies- 
dav liie week hefdie. Oiiolalioii-. t-np- 
plied l)y Mci i ill L\ lu li. Pierce. Feniier 
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SELL 
ST. LOUIS 



f #/m Hist ( tntnirs and 



ST.LOUIS,MISSOUII 



770 

KILOCYCL 



1000 WATTS 
CLEAR CHANNEL 




NBC AFFILIATE 

mm 




PADUCAH, KENTUCKY 



Studios in Bellingham, Washingfon 



"You will have fun with KRIZ 
Phoenix, or be quiet as a mouse." 



570 KILOCYCLES 

SERVING 
5 

STATES 
WEST 

KENTUCKY'S 
MOST 
POWERFUL 
STATION 

Roprrsrnli'd by thr 
JOHN E. PEARSON CO. 
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we deliver 
1000 



ike this 
for 31c 



'and her family 



luch prettier, actually, fr^ba^ a sponsor's point of view, because 
these ladies buy! And at WVNJ you can talk to a thousand 
of them (and their families) for one minute at a cost of only 31c. 
Same rate for men, too. 

Most advertisers know that the New WVNJ has more listeners 
than any other radio station broadcasting from New Jersey. As 
a matter of fact — almost twice as many as the next 2 
largest combined.* 

•Source — Hooperatings Jan. — Feb. — New Jersey 

Most advertisers know the quality of this audience — for the new 
programming concept of playing only Great Albums of 
Music has brought the station thousands of new and potentially 
better buyers than ever before. 

Most advertisers know, too, that WVNJ delivers this audience 
at less cost per thousand than any other radio station not 
only in Jersey but in the entire metropolitan area as well. 

That's why WVNJ is the hottest radio station in the New 
Jersey market — bar none. Get the facts and you'll 
make WVNJ part of your advertising day. 




Represented by: 
Broadcast Times Sales 
New York OX 7-1696 



WVNJ 



Newark, New Jersey 
Radio Station of the Newaric Evening News 
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WASHINGTON WEEK 



Tin- Ofllc*' «>l" .M«»I>iIi/;ili»ni lliis \>«» k iiki<I<> it |)l;iiii tli:it it «l«HMrt 

want :i new stii(I\ tln' «i>iCM ln-iiij: iii;iil«- of the railin •.|><-ctriiiii. |);iiti«iil;irl\ l>s 



<ro\ cmiiu'iit S(M \ ict's. 



Ill answer to a rc(jii(-.t fidin tlie >fiiiitc (jiiiiiiicnc Coiimiitt*-*- for roiiiinciit* on 
calliiip for siicli a stii(l\. tin* ()1)\I coiitciKlcd : 

1) It would l)c (lilliriilt for tin- ^ov«Tiim«iit to coiidiut sndi a stiid\. 

2) A >:o\ crinncnt coiiiiiiittoe alr«'a(l\ lias j)rniic(l into tlic iiiattrr. 

'A\ Tin- f:«>\ «'i-iiiin'i!t iict'ds nil tin* >|><-<-triiiii >;)iic«' it ;ili«';nly lia^ and iiia\ want 
more in tin* iiitiirc. 

(The ODM did not attfn!|)t to cvijlaiii tli<" «iiiitiadi( tioii lictw ecu Points 1 and 2.1 

Til,' OD.M s stand drew an iniiiu'diate ami hitter retort from ^en. Charles Pott«'r and 
H«'|). W'illiaiii liray. who iiitrodni cd the hills in their re»|>(( ti\e ehaiahcrs. 

liolli arensed tlir OD.M o( lia\iii<; «lrsi<:iis nii t<>le\ i^inn clianiu'ls 2 tlii'<>ii<:li 0. 
e\en thoiijrh the ODM in the past has often denied ha\ inji sneli intentions. 

W hen Potter had orijziiialK introdm e«l the hill In- eharfied the g<)\ eminent is wa^tiiiL' 
some of its j)reseiit s|)ace and iir'el that .sniiic nf this |>orti«>n nf tin; .s|><>)'triiiii !>«• 
released for indiistrinl .'*ervi«"«'s, if not direetl\ for eoniniercial hroadea^tinpr. 



riie House (jOVcrnnnMit ()|M'rati()iis siiheoniniittee e<>iitiiini*s to lianiiiicr awa\ 
at nd\(^rtisin«i practices. 

\t one session this week, headed h\ Hej). Jcdin Blatnik ( !)., Minn.), a Hetter Ru>ine-^> 
Hnreau witness said that stronjiev false ad laws and frrcater ])ower for the Pl'C to enforce 
them definitely are needed. 

It wonld a|)i)ear at this j'tajie from several statements by Blatnik that the FililTs 
S]><>k)*snKiii hit very closely to the siil)C(HiiiiiiH«'e"s eventual recoinnnMidaliniis. 



Mlatnik's siihcoiiiniittet* lias roamed far and \>ide in its search for docniiieii- 
tatioii of its goal. 

Ad claims for filler cifiaretl«'s. r«'dncinfi pills, and other «lriii:s ha\(^ Ixcn <.'ctlinL' 
especial attention from the Blatnik jiroup. The>e fields are hea\ ily po|)nlated with eonipa- 
nies that spend a large segment of their ad budgets on air media. 

Also mentioned as possible olTemlers are Iraiupiilizers and cosineli«-s. 

The tranquilizer set will lia\e sessions of their own at a later date, as will accident 
and health insurance a«l\ crtisinji. 

Thus far the testimony has been mostb about filter cigarette^. which witne^-e* claim 
did not filter; tranquilizers which do not tranqiiilize: and reducing drugs that do not aid 
in reducing. 

The testinioiiv has been almost routine. Vnothcr factor has been the lack of «l«'f«Mi!««' 
Icsliniony. All witnesses have been "hostile" to the products and ad claims for them. 

Blatnik has indicated the forum is w ide o|)eii to the defense, but that seller- ha\ e not 
come forward. 



Alrich ^laiuifacliiriiig Co. this \*e«'k ;icce|>te«l an VI C consent or«ler prohibit- 
ing it from a(l\ertising that a plastic sheet it sells will produce llu^ same efT«'Ct as 
color tv. 

This is the second compaiu using this t\ |je of achertising to he jtopjied b\ the PTC in 
recent ueeks. 
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FOR OVER 10 YEARS 



[very year for more than a decade SPONSOR 
las gone up in advertising pages. 



advertising pages. 



I 57 1 289 I 682 M 889 | 951 | 1251 ■ 135 



1946 



1947 



1948 



1949 



1950 



1951 



1952 I Q 



THIS UNPARALLELED RECORD OF GROWTH 
IS NO ACCIDENT! HERE'S HOW IT HAPPENED . . 

I 



♦ 



OTHING BUT 




No magic foriiiiila — just a simple ease of an iiicreas- 
iiig number of advertisers diseoveriiig that adver- 
tising in SPONSOR pays off.* 

SPONSOR spotlights its editorial eontent 100% to- 
wards advertisers and ageneies — and really hits the 
target. So nmch so that SPONSOR'S 1956-57 fiseal 
year recently ended showed advertising volume of 
81,000,000. 



*\Vritc for the factual record of 
WOLF, WBAY, KPQ, WTXL 
and Storz in sponsor. They'll 
show how you can build your 
spot revenue in your market. 



SPONSOR 



A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 
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Dick Woolen, of KTTV, Los Angeles, eharucterizes the way some advertisers 
are reacting to barter deals with this hit of" dialogue: 

FIRST MAX: I've got an elephant I can sell >ou for Sl.OOO. SECOND MAN: Don't 
be silly. What would I do with an elephant? FIRST MAN: Well, then, what if I could 
deliver three elephants for $2,250? SECOND MAJV: Now you're talking! 



Actress Arlene Dahl rewrote the script of a h'cjuid Lustre-Cremc coniniercial 

while in front of the film camera so that it would sound "more natural." 

The h"2;a! dcf)artnient of Lcnnen & Newell this week urged a retake. 



A ueu t\pe of anti(|ue prowler has loomnl up on Madison Avenue: Collector of old 
tv commercials. 

One explains that he would like to set up something like the Museum of Modern Art's 
exhihition of earlv-dav movies. 



Y&R has put into operation an idea sparked months hack by BBDO's Ben 
Duffy. 

A member of the tv-radio department is working closely with packagers in the de- 
velopment of material dreamed up by Y&R. 

The agency's stake in this relationship: It has the right of first refusal. 



No'.hing is so frustrating, ad and marketing men will tell you, as making a 
pitch before the board of directors of an old-line corporation. 

\S'hat they have to buck: 1) the tendency of men up in their 70's to doze off, and 
2) the ultra-skeptical state of mind that come? from having hit the jackpot with older 
methods and concepts. 

The RAB elections may not turn out to he the usual routine affair in De- 
cember. 

Station reps are clamoring for representation on the executive committee — 

the big wheel of the bureau's policies and planning. 



NBC Radio thinks K&E (Ford's institutional agency) will help it put a new 
twist on an old slogan for a six-second concept. 

The suggested slogan: "Watch the Edsels go by!" 



Brashness comes in all sorts of packages, but this one burned up an ad manager 
so badly that a New York station (an independent) is about to lose a longtime 
client. 

The company, which uses six participations a week, was asked to pick up the 
seventh period across-the-board after it had just become available. 

When the ad manager said he wasn't interested, the salesman threatened: "We feel 
free then to sell it to one of your competitors!" 
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IS TV SOFT? 

{Ctiiiliiiiii'tl from jui^r M ) 

O. H hat arc thr .v oj ".'•ojl. 
iirss" ihrii l/itil ^<irr nsr lo "iloit iilu-dl" 
talk ill stimc ijunrten^.'' 
\. "\I()>t of all, till" -iiiii^ iitliliidc iif 
the imliiNtr\ itself." the iiiaj(>iit\ 

of iiifdiii cxcciiti^ (■■-. 

"Some station operator^ arc ^poilftl." 
(loiiiptoii'". Frank Kemp toltl j-roNi^oit. 
■■||ic\'\(' conic to look al a --old-oiit 
condition a> normal. Init it i^n't. ,\c- 
tiialK. it's not nidicaltli\ for >tation-- lo 
lia\c frinjic time open to l>c ii>etl for 
public ■-er\ ice c\ent> and aniioniicc- 
mciit"i. If loo miicli time on llie station 
remain- iin>old. then the ,-lation man- 
a<;enient should re\ i.-e the rate card lo 
make the time more atlracti\e to hoth 
national and local ad\ eri i-crs.'' 

The media director of one of the 
other I' & (» agencies sa\> hlunth : 
"Some operators lia\ e hecoinc too 
<:reed\. The\ "re tr\in<: to s(|ueeze each 
dollar of re\enue out of their .stations 
because the\ see their operating: cost- 
going up all the time. But lhe\ should 
look at their stations a- still relati\el\ 
new products. \o one introducing a 
new product expects to recoup all hi-^ 
iinestmcnt right awa\.' 

Barter, which as a form of hidk dis- 
counting might he considered a s\ mp- 
toni of softness, is considered negligi- 
I'le 1)\ major agenc) media e\eculi\e- 
— as far as immediate danger is con- 
cerned. 

"I doubt that it s taking an) signifi- 
cant money out of national spot, ' sa\ s 
a media director of one of the top 
three agencies. "It s just that it has 
worried stations. nd\crtisers and agen- 
cies alike because it could undcnnine 
confidence in stalion rates, l^ut the 
actual effcet has been minor so far. In 
sonie ways, it s no more a sjniptom of 
foftness than the minil er of package- 
deals being ofTered.'' (See "The barter 
problem. ' 10 August 1*J.t7> 

Q. Uoic much ''real groulh" does the 
//T rise in spot tv rei eniie represent? 
A. Tliat's tough to pin down. 

Some of the 11'^ increase i-- un- 
doubtedly the result of rate increases. 
But network and station e-timates of 
rate increases during the past six 
months pegged the a\erage at o^r or 
less. Therefore some real growtli must 
be represented in the total figure. 

Q. If here is tv^s softness? 

A. Right now it s predominanlb in 

network. In fact, one network actualb 



WCUE IS NO 1 

IN AKRON 

Between 8 A.M. and 5 P.M. 

daily, WCUE delivers 

more listeners for your 

ad dollar than any 

other Akron station. 

(In all other periods, just 

a gnat's whisker away from first.)" 

See your JEPCO Man for 

details or call WCUE Sales 

Veep, Jack Maurer, FRanklin 6-7114 

per rh J an s?u . n Pu Acr I ^57 






1 


^ The ELLIOT STATIONS \ 

^ gnat independents • good neighbors ^ 


A 


J J 

HM ELLIOT, President ^ 



Akron. Ohio WCUE W I C E ■ Providence. R. I. 
The John E. Pearson Co. National Representatives 
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ALL TEN 

OF THE 

TOP TEN 

PLUS 
24 of the 

TOP 25 

ON 

WSAZ-TV 



In the June 1957 ARB 

survey of the 110 county 
area served by Huntington 
Charleston television . . . 

WSAZ TV PROGRAMS 

ARE 

WAY OUT IN FRONT 

1 THE FORD SHOW 

2 THE PERRY COMO 
SHOW 

3 YOUR HIT PARADE 

4 THE LORETTA YOUNG 
SHOW 

5 THE CHEVY SHOW 

6 THE PEOPLE'S CHOICE 

7 FATHER KNOWS BEST 

8 THE STEVE ALLEN 
SHOW 

9 TWENTY ONE 

10 THIS IS YOUR LIFE 




HUMTIMGTOrS-CHARLESTOrS, W. VA. 



XT. B.C. ITB.TWQiKS; 

AHiliated with Radio Stations 
WSAZ. Huntington & WKAZ. Charleston 

LAWRENCE H ROGERS, PRESIDENT 
Represented by The Katz Agency 



eaiicelled salesiiieirs vacations in order 
to put pomp real selling pressure on at 
this late date. 

Answering Jack Gould's recent state- 
ment ahout a net\v(jrk tv decline in liis 
fiont-page Ae(t' York Times article. 
M5C TV President Hob SarnofT said: 

"iXo responsible television executive 
can look )ou in tlie e\e and sii) this 
has not been ci hard-sell season. One 

I (reason) is that nian\ large adver- 
tisers, caught in the in(bitionar\ 
S(jueeze between higher gross sales and 
lower net prcjfits. have, with their agen- 
cies, adopted a more cautious attitude 
toward major advertising investments 
in all media. Another is that the same 
in(lati(jnar) pressures working on 
sponsors have been working on the 
networks in terms of increased pro- 

) gram costs. ' 

As the media directors pointed out. 
some top properties are still only partK 
sold or conipletelv available, including 
f uch a cross-section as Suspicion ( of- 
fered in participations), The Cali- 
fornian i\BC TV. the Lucy reruns CBS 
TV. Jim Bowie, Sinatra ABC TV. 
Perry Mason CBS TV. But in terms of 
an overall picture, sponsor's own fig- 
ures show that network tv is out ahead 
of its status last year at this time: in 
niid-suninier 1956 18 half-hour shows 
were unsold compared to 15 unsold in 

, niid-suninier this year. 

I hi terms of spot. l.D.'s ha\e definite- 
') been more available in the past sea- 
son than ever before, and demand is 
itill not up. Some of the slack in l.D.'s, 
however, has been taken up b) the 

■ greater demand for late night minutes. 
'"There's alwajs a cycle in tv.'" says 
FC&B's Art Pardoll, media group di- 

I rector. "There's a fashion in length of 
announcements according to the previ- 
ous season's successes."' 

I Where time periods or specific ad- 
jacencies are concerned, scnne of last 

I fall's favorites have priced themselves 

. out of their former ''tight*' condition. 
One example : feature fdni packages in 

I good nighttime slots. 

Q. Are differenl buying patterns 

grou ing out of Iv's new status? 

A. Definitely. In network tv the days 

I of full sponsorship are over. 

"The death blow came when Sulli- 
van was offered to Kodak." says the 
media director of an agency billing 
over $60 nn'llion in air media. "But no 
one should have been surprised. With 
the present price trends, more and 
more of our clients are making more 

I and more infrequent netwoik appear- 



ances, while their total tv budget keeps 
growing. Eventually they may reach 
a point of diminishing returns and then 
network tv might be in trouble. The 
networks should simply realize that tv 
will never follow network radio's spon- 
sorship patterns, and should sell it ac- 
cordingly . " 

In spot more recent and more radi- 
cal changes have taken place. "Sure, 
we're spending more," says the head 
ol media at a major cigarette agency. 
'"But we're .sj)ending differently. Most 
of our clients are bunching budgets to 
get more impact." 

'Iliis pattern ohen results in a great- 
er volume of business for the top sta- 
tion in big markets with a wider mar- 
gin of diflerence between it and the 
other stations. 

'' I he in-and-out pattern of some ma- 
jor advertisers may be a factor that's 
given the busine.ss an aura of instabili- 
t) this spring, ' says a McCann-Erick- 
bon media executive. "Actually, it has 
])robabl) not meant less dollar volume, 
but a diflerent concentration of this 
money. 

Q. JFIiat can tv do to regain its for- 
mer rate of growth? 
A. Principally, reevaluate its rates, 
say most of the media directors sur- 
veyed. ''Particularly secondary stations 
in secondary markets are pricing them- 
selves out, " says the media v. p. of one 
of the top five agencies. "Even though 
our accounts are all giants, they're go- 
ing over their market lists with a finer 
toothcomb these days. Their profits 
are harder to eonie by and ad man- 
agers have to justify their expeditures 
more closely to top management in 
terms of results these days." 

A BBDO broadcast executive ex- 
pressed the views of the majority of 
media buyers: "Spot just hasn't made 
itself easy enough to buy.'" he told 
SPONSOR. "\ot only are rates high, 
but they're confused." 

\o matter how effective a medium 
tv might be, clients could be scared 
awa) from it by the current rate con- 
fusion and disparity, warns another 
top agency media v. p. from a shop 
billing over S50 million in air media. 
For a detailed analysis of how spot tv 
can progress, see "The hypo spot tv 
needs.'" sponsor, 15 June 1957. 

"One thing we've got no complaints 
about at this point is tv salesmanship,"' 
says JWTs Arthur Porter, "although 
some of the most ingenious presenta- 
tions of the past have been by radio 
reps!"' ^ 
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DICTIONARY DF SYNONYMS FOR WSM-TV 




Cock of the Walk . ; . Asuthoiocm 

advertisers. They'll tell you that a combination of better production, 
more talent, better engineering, more comprehensive news and sports 
coverage and more live programming makes WSM-TV clearly 
Nashville's number one Television Station. Hi Bramham or any Petry 
man can supply facts and figures. 



Channel 4, Nashville, Tenn. • NBC-TV Affiliate • Clearly Nashville's H I TV Station 
HI BRAMHAM, Commercial Manager • EDWARD PETRY & CO., National Advertising Representatives 

WSM-TV's sister station - Clear Channel 50,000-watt WSM Radio - is the only single medium that covers completely the rich Central South market. 



WSM-TV 
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PRIMARY 
MARKET 



400,000 people in the 
Ann Arbor area respond 
primarily to local radio. 
It's a huge market AND 
NOT ADEQUATELY 
COVERED BY OUTSIDE 
STATIONS. 



ANN ARROR 

AREA 

Includes Plymouth, 
Ypsilanti, Livonia and 
23 important industrial 
communities in Michigan. 

FIRSTinPULSE* 

Most recent Pulse 
indicates WHRV's strong 
superiority... 18 firsts 
(half hours) out of 24. 

WHRV 

1,000 watts abc 1600 kc 

Major league baseball, 
University of Mich, sports 
Detroit Red Wing Hockey 

6:00-9:00 A.M. Joe and Ralph, 
famous in Mich, area 



J] 



Write for special merchandising 
plan or contact: 

BOB DORE ASSOCIATES 

National Representatives 

the door is alivays open . . . 



Bob Dore Assoc., 420 Madison Ave., N. Y. 17, N, Y. 

* JUNE '56 PULSe 



Reps at work 




Tom Peterson, sales niaiiajier of CBS Radio Spot Sales in Chicago, 
sa)s that ''ill the Ea«t and West North-Central states alone, farm 
products hring in an annual total of $10,646,043,000. In a recent 
fihn. Fortune magazine pointed out that farm real estate has risen 
from $69 billion in 1947 to o\er $103-billion today, and that more 

than a third of this increase took 
place since 1953. Toda\. Fortune 
tells us. farmers are using over 
^^^^ 13'^ more feed, over 40*^ more 

rWlr M J commercial fertilizer, spending 

n^!^ o\er 74% more on fuels than they 

^1^^ t B^^^ did in 1947. In addition, the 
^% M^^^L farmer buys a liberal share of all 

the products being sold to the 
general public, from cars and ap- 
pliances to food and detergents. 
So the farm market means money 
to all advertisers." Manufacturers 
of consumer goods, and those who sell services to the consumer, can 
effectively and economically reach the farmer through farm radio, 
Tom says. Farm radio is an important factor in the farmers way 
of life — living in an isolated place, his daily companions mostly ma- 
chinery and livestock. "Farm radio keeps him company throughout 
the day — supplying him with entertainment and vital farm facts." 

Bob Murray, The Branham Co.. New York, points out that "psy- 
chologists stress the need of all workers, in this age of specialization, 
to grasp the over-all goals and productiveness of the company. They 
maintain that employers benefit through esprit de corps and incen- 
tive when scope is shown to the employee." So Bob casts another 
vote for the agencies which in- 
clude the buyer in plans meetings 
for mapping campaign strategy — 
which allow him latitude in buy- 
ing — which tell him the sales prob- 
lem and copy approach. "This 
helps him." Bob says, "make fast, 
intelligent decisions, it gives him 
a knowledge of the products' con- 
sumers, and it builds creative 
minds for future executive re- 
placement." In addition. Bob 
notes, the bu) er is able to provide 
enough advertising strategy so the rep can ferret out the best vehicles, 
avails and media data to accomplish the sales aims. "Both reps and 
bu\ ers are practically working in the dark when tbe\ don t know 
the salient points of a campaign," Bob says. "Agencies which make 
their timebuyers automatons operating within a tight framework, 
waste talent, initiative and weaken the impact of the advertising." 
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MOST POPULAR NEWSMAN 



Look over the last two 
years of ARB ratings for the 
Denver market. 

Consistently, Carl Akers' ' 
10 p.m. newscast has been 
Denver's highest rated 
newscast — and Denver's 
highest rated local 
program as well. 

Even more important, 
co-sponsors Standard Oil 
Company and 
Denver & Rio Grande 
Western Railroad are both 
in their third consecutive 
year. 

Dynamic local 
programming coupled with 
the leading TV 
personalities of Denver 
are two more reasons 
KLZ-TV is first with Denver 
viewers — first in selling 
results, too. 





CBS In DENVER 



i 



Channel 



Represented by the KATZ Agency 



SPONSOR • 17 AIGUST 1957 
t 



87 



NOW IN 

ROANOKE 

and Western Virginia 

WDBJ-^ 



presents 




followed by 



the 



EARLY SHOW 



Famous Feature Movies 




Monday through Friday 
4:00 to 6.05 P. M. 

yoor Peters, G riH i n. Woodward 
"Colonel" con give you the full story con- 
cerning porr/ciporions. Co// him now! 



Tv and radio 
NEWSMAKERS 





Milton A, Cordon, president of TPA. thi« 
month becomes full owner of the firm: on 
7 August he announced he had bought out 
the stock held by former full partner Ed- 
ward bmall. W'ith this change in manage- 
ment, Gordon is introducing a new method 
of producing, uhereb\ stars and producers 
of neu serie- uill share not onl) in the ^^^^R A 
revenue from their series but in over-all TPA profits as well. TPA 
today has 14 programs on the air in the U.S. as well as in 15 foreign 
countries, including its first network property. Lassie. Top execu- 
tives heading up TPA's staff of .500 will continue to be Michael M. 
Sillernian. TPA executive \.p.. Leon Fromkess in the Hollywood 
office, as v.p. in charge of production. Gordon. Chicago showman- 
lawyer-banker, will continue as president of the film company. 

William J. Cillilan, Ketchum, MacLeod 
& Grove v.p. since 1954. has been promoted 
to marketing director of the Pittsburgh 
and \ew York advertising and public rela- 
tion- agency. His appointment and new 
duties follow close upon a batch of "mar- 
keting director" appointments among major 
advertisers such as P. Lorillard, last spring. 
It highlights once again the changing face 
of the advertising service industry, which demands a breadth of 
client counsel todav far in excess of pre-tv years. As marketing head. 
Gillilan will help set policv for the marketing counsel and direction 
the agency gives to its clients. Ketchum, MacLeod & Grove also 
operates a market and opinion research department and a merchan- 
dising service. Gillilan started at the agency in 1938 as an assistant 
account executive, gained marketing experience in account work. 

Noel Rhys his just been elected executive 
v.p. of Keystone Broadcasting System, with 
headquarters in New York. Keystone 
president Sidney J. Vi'^olf also announced 
two other top executive appointments : 
Edwin R. Peterson as senior v.p. to con- 
tinue heading up midwestern sales from 
Chicago and Charles A. Hammarstrom, v.p. 
and account executive at KBS Xew York. 
Said W^olf: "1 he e appointments are a forerunner of another major 
expansion at Keystone. \^'e now have 971 affiliated radio stations in 
our network and are certain of signing the 1000th station before the 
end of the year." KBS. he says, has just had the biggest six months 
in its history. Rhys, a former newspaperman, joined KBS as account 
executive in 1941, was elected v.p., New York office and Eastern 
sales in 1949. Wolf feels KBS is now better geared for growth. 
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THE WORLD'S 




QUICKEST 
DRAW 




EXAGGERATED CLAIMS 
HAVE BEEN MADE! 



On the front cover of 20 July Issue of Sponsor o srnall operation in 
r'Ny Houston with the call letters KILT (and they should be), claimed a world's record 
V by going frorn ast to first place in Houston in 30 days. It is true that KILT went 
rom ast to first in 30 days but this world's record stuff is a lot of hot Te«as air. 

A 

\ THE TRUE WORLD'S RECORD v/os mode in Tulso woy bock in October, 1956 

;>y KAKC. This fost drowing stotion, romrodded by the Public Rodio Corporotion, went 
fromilost to first in ONLY 21 DAYS. (Pulse . October, 1956 ond Hooper October, 

1956) j And KAKC is sti' the biggest audience drow in the Tulso oreo, leod ng the closest 
compdtifor by more than 2 to 1 (Hooper, Moy-June, 1957). 

ANOTHER RECORD SMASHING DRAW KlOA m Des Momes Now the lop 
gun in Des Moines the big oudience drow is KlOA This sloiion, olso run by the 
Public Rodio Corporotion, went from fifth ploce in o six stotion market, to first ploce m 
the somarecord lime of 21 doys with over 41 "o of the audience (Hooper May, 1957) 
KlOA now hos over 51 °o of the da ly oudience in Des Mo nes (Hooper June-July, 

1957) . 

CPMPIOKS rOR FAST RESULTS! 



PUBLIC RADIO CORPORATION 

LESfER KAMIN, President, JOHN H. PACE, Executive Vice-President ond Genero Manoger 



The new 

KAKC 

970 KC • 1,000 WATTS 
TULSA, OKLAHOMA 



/ Gef fhe NEW facts from 
H-R REPRESENTATIVES 




The new KlOA 

940 KC • 10,000 WATTS 
DES MOINES, IOWA 



SPO\>OR • 17 .\IGIST 19.iT 



89 



SPONSOR 




Anti-tv push 

It yon make UK^lia (leri>ioiis, we l)elie\e \(ui ciiii look foi- 
to a >ucee>>ioii of biting aiiti-tv presentation^. A> we 
-ee it, printed media to(la\ feel tlie\ liu\e an opportnnit\ to 
win baek gromid \o>{ to television. 

A recent jab at tv — and one of the nio-t Nieion^ we've seen 
— eonies from the AN1'A"> Bureau of Advertising. It'^ a 
study designed ostensibly to show through research, how many 
people remend)er tominercial? s(>en on television. 

We belie\e the slim research groimds on which the study 
rejts are exposed ^ufTieiently (dscwhere in Uii^ is^ue (page 30) 
50 that further comment here is mmeces^ary. But this funda- 
mental point should be made: 

There is nothing wrong with hard com|)etitive selling by 
one medium against another — provided the arguments are 
valid and die research is not slanted by methodology to insure 
the desired conclusion, ^ e belie\e the Bureau of Advertising 
will find that in the long run, media decision-makers will 
reject and even resent biased research. 

W^e would not e\en bring up so fundamental a point were 
it not for the fact that apparently once the B of A gets into 
the world of television it loses all lestraint and adult judg- 
ment. Surely to imply that tv has little impact, as B of A does 
in its study, is to refute the direct sales experience of literally 
hundreds of U.S. advertisers. 

The Neil McElroy appointment 

Neil McElroy's appointment to head the Department of 
Defense is welcome news to those who fully understand the 
job he's done for Procter & Gamble. If anyone can cojie 
with and harness inter-service rivalr\ . it's the man who made 
inter-conipany competition at P&G a force for great giowth. 

On a less vital plane but one close to all of us in advertis- 
ing. \eil McElro\ 's appointment is high honor paid to admen. 
Tlie superlative job we know \eil McElroy can do in the De- 
fense Department will reflect fa\"orably on the entire adver- 
tising profession from which he comes and with which — 
happily — he has been publicly identified. 



THIS WE FIGHT FOR: The McElrov appoint- 
menl (sec above) is the best thing tJiat's hap- 
pened to advertising's p.r. in years. But adver- 
tising none the less needs a campaign to sell 
its value ichich is still not fully understood. 



lO-SECOND SPOTS 

Hi ho, ooo-la-la: T\ producer .Mort 
Ahralianis reported in John Crosb)'s 
A.) . Herald Tribune column that the 
French t\ audiences are wild about 
Westerns. From Western France? 

Hi: F'roui a \\'KCA-T\' a(l\ ertisenient 
in A . )'. Mirror — 
Hi. MOM! ARE VOL" TAPECTINC? 
WERK LOOKING EOR A BABY 
WHO WILL BE BORN ON AUG. L5. 
Mom will he too. 

The hub: How does a station rep pick 
his office site? Here's how H-R Rep* 
(lid it. ( 1 I Thej anahzed when tinie- 
hu\ers can be seen: I uesdav, Wednes- 
day, Thursday, Eriday from 10 a.m. 
to 12 noon and from 2 to 4 p.m. (2 I 

This means that a rep salesman actu- 
ally works producti\eIy eight hours 
per week. (3) Of this. .50' r of the 
time goes into walking and waiting. 

l4l There is no control over waiting 
time in agencies: there can be control 
on \\alking around time, however. (5 I 
H-R laid out on map those agencies 
most frequentK called upon: picked 
the axis of these calls. ( 6 I Result — 
47th and Madison location. 
Sad sack: 0\erhear(l on Madison 
Ave. — '"Either HofTman s makes 
Sasaparilla happy or 1 switch to 
Schweppes !" 

$$$: The recent CBS Radio Spot 
Sales ad in sponsor (which later be- 
came a promotion piece) featured a 
"Test your personality ink-blot that 
was actually a dollar sign when turned 
sideways. Bob Rafelson at CBS re- 
ceived about 50 phone calls offering 
interpretations and thev turned out to 
be "about as neurotic as the response 
an analjst would get from a real 
Rorschach. // still looks like chicken 
livers to us. 

Otra temps: Barbasol 
win. Wase) & Co. I is 
commercials featuring 
iriia happen to Sam? 

Ye olde release: From EYl, X. Y. — 
"Soliloquv to the Editor: 
To cut or not to cut A\e, that is the 
(juestion \\ hen column rules won't 
bend / And titles are too long for list- 
ing. If so it on occasion be We do 
entreat — cut if you must / But pray 
do not delete from / Lawrence W'elk's 
Top Tunes and Aeic Talent Tlie 
Maestro's name: for names, sayeth 
the Muse Make news . . . 

— Exit Sighing 
) ou exit — nell do the sishins. 
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^^(^"b-out New England-.. 1 



more people 
spend more time 



• watching 




ed by Yankee Hetwork Division, RKO Teleradio Pictures, Inc. 



